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November 2, 2005

Honorable Mayor and Council Members:

Alexandria Convention
& Visitors Association

921 Kina S On behalf of the Alexandria Convention & Visitors Association, I
ing Street | | X
Alexandria, VA 22314 am sending you the attached Reference Book which outlines many
of the aspects of the work of the ACVA.

703.838.4200

?:S 73 s 38 89 3]8] Z 482 We understand fully that you may not have the time to study each

www.FunSide com section in detail. We hope this will simply serve as a resource for
any particular questions you might have.

Accommodations:

800.29¢.1000 Our brief presentation scheduled for Monday, November 7, will

focus mainly on the materials in Chapters 4 through 6,
highlighting our current programs and looking at some new
initiatives.

If you have any questions or wish me to provide additional
information, please feel free to give me a call at 703-838-4200 ext.
202.

I look forward to our meeting on the 7. Thank you for allowing
us time to brief you on ACVA activities and the importance of

tourism to the Alexandria economy.
B 7%

0o Anne Mitchell
resident/CEQ

Very Truly Your

Cc: Jim Hartmann

Alexandria Hotel Association

Dandy Restaurant Cruise Ships
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Organizational and Planning Documents

By-Laws
The business of the ACVA is governed by a set of By-Laws, which define the
purpose, membership, Board of Governors and guidelines for the operation of the

association.

Strategic Plan
The ACVA’s Strategic Plan is a three-year plan that has been approved by the

Board and sets a general course of action for the staff.

Business Plan
The ACVA Business Plan is developed by staff annually through staff planning
sessions and is based on research conducted by ACVA and other tourism industry

research and trend information.

Budget

Each June, the ACVA staff submits its Annual Budget to the ACVA Board of
Governors for review and approval. Once approved, the Budget is presented to
the City Manager to begin the budget review process.
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.
By-Laws 2000

SECTION I: STATEMENT OF PURPOSE

1-A.

1-B.

1-C

Purpose. The Alexandria Convention and Visitors Association is a 501(c)(6)
membership organization whose purpose is to increase tax revenues to the City through
marketing and advertising the City, its assets and events to potential visitors throughout
the world. The ACVA will develop marketing plans and budgets that are based on
verifiable data reflecting current and historical travel trends and performance
measurements of existing marketing strategies in order to promote the City of Alexandria
as a premier destination.

Antitrust Compliance. The ACVA, and any group acting with the sponsorship of
the ACVA shall at all times comply with the applicable laws of the United States
of America and the Commonwealth of Virginia. This compliance shall, among
other things, require that the ACVA and all of its members and representatives, in
their participation in the ACVA, be aware of the provisions, and strictly adhere to
the requirements, of the antitrust laws of the United States.

Freedom of Information Act. All meetings of the ACV A shall be subject to the Virginia
Freedom of Information Act so long as the ACVA is supported principally by public
funds. All meeting notices including, but not limited to Board of Governors, Executive
Committee, and other ACVA committee meetings, will be sent to Citizen’s Assistance so
that meeting dates, times and locations can be made public at least three days prior to the
meeting.

SECTION II: MEMBERSHIP

II-A.

II-B.

II-C.

II-D.

11/01/05

Membership qualifications. Any business, organization or individual with an interest in
the hospitality and tourism industry within Alexandria shall be eligible for membership in
the ACVA. Upon payment of the membership dues, and upon compliance with such
conditions as may be prescribed by the ACVA Board of Governors for membership, an
applicant may become an active member of the organization. The ACVA Board of
Governors shall have the power to reject any membership application if the applicant’s
business or activities are deemed inappropriate to the goals of the ACVA.

Official Representatives. The member shall be the business or individual in case of
individual membership. Each member business shall designate an official
representative and may choose to designate an alternate.

Dues. The membership dues shall be determined by the Board of Governors.

Expiration of rights. Upon the expiration of any term of membership for any
reason, the rights of the member shall cease.




Approved by ACVA membership 4/10/2000

II-E.

II-F.

Liability for dues refund. In the event of a termination of membership, no matter
how the membership is terminated, the ACVA shall not be liable for the return of
dues.

Categories of Membership. Membership categories and dues will be established from
time to time by the Board of Governors.

SECTION III: MEMBERSHIP MEETINGS

ITI-A.

1I-B.

IT1-C.

II1-D.

II-E.

[I-F

Annual Meeting. The annual meeting of the membership of the ACVA shall be
held at a date not more than 90 days from the end of the fiscal year, time and place
designated by the Board of Governors. Written notice of the meeting shall be sent to
members no fewer than 15 days in advance of the meeting.

Special meetings. Special meetings of the membership of the ACVA may be called by
the chair, by four members of the ACVA Board of Governors, or by written request
signed by not less than four percent of the members entitled to vote. Notice of special
meetings shall be sent no fewer than 10 days in advance of the meeting.

Meeting notices. The Executive Director shall send written notice of every membership
meeting to members; such notice shall specify the date, place, and hour of the meeting
and the general nature of the business to be transacted. The agenda for each meeting shall
include a category designated “new business” at which time members may present an
issue for future board consideration.

Affidavit of mailing. An affidavit of the mailing or other means of giving any notice of
any members’ meeting may be executed by the Secretary or other authorized
representative of the ACVA giving the notice.

Open Meeting. Membership meetings shall be subject to the Virginia Freedom of
Information Act so long as the ACVA is supported principally by public funds

Board Must Concur. No action on any item at a membership meeting shall become
effective unless the Board of Governors shall concur in such action.

SECTION IV: QUORUM AND VOTING

IV-A.

IV-B

Number for quorum. The presence in person of twenty-five members, in person
shall constitute a quorum for the transaction of business at the meetings of the

membership.

Loss of quorum. The members present at a duly called meeting of the ACVA
membership at which a quorum is present may continue to transact business until
adjournment, notwithstanding the withdrawal of enough members to leave less than a

quorum remaining in the meeting.

11/01/05 % '\
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IV-C.

IV-D.

IV-E.

Voting list and eligibility. The ACVA staff shall make and certify a complete list

of members entitled to vote at a meeting. The list shall be arranged alphabetically and
contain the addresses of each member. The list shall be produced at the time and place of
the meeting, and be subject to the inspection of any member.

Voting method. When a vote is called for during a meeting of the membership, each
member shall have one vote. Only a member may cast that vote.

Majority vote. At all membership meetings all questions shall be decided by
majority vote of the eligible members.

SECTION V: BOARD OF GOVERNORS

V-A.

V-B.

V-C.

V-D.

V-E.

11/01/05

Election of Governors. The vacancies for membership on the Board of Governors of the
Alexandria Convention and Visitors Association shall be advertised to the community by
all available means. The Executive Committee shall nominate a candidate from the list of
those who have applied, shall present that list for Board consideration. Upon adoption by
the Board, the candidate will be sent to the City Council for ratification. Terms shall be
staggered in order to maintain continuity in the direction of ACVA activities.

Members of the Board of Governors. Each member of the ACVA Board of Governors
shall be a dues paying member of the ACVA.

Number of terms. Members of the ACVA Board of Governors shall serve no more than
two successive full 2 year terms on the Board, with the exception of the City Manager or
designee and the Mayor or designee, who may serve unlimited terms during their tenure

in office. (Sitting board members as of March 1, 2000 are grandfathered in.)

Qualification for membership: If a member of the ACVA Board of Governors
representing an organization or specific category ceases to be a representative of that
organization or category, he shall be deemed to have resigned from the ACVA Board and
a vacancy shall thereby exist, such vacancy to be filled by action of the Board.

Composition of the ACVA Board of Governors. The ACVA Board of Governors
shall be composed of:

1 Alexandria Hotel Association President

2 at large

1 Attraction Representative

Mayor or designee

1 Historic/Preservation Representative

2 Hotel Owner/Manager Representatives

2 Restaurant Owner/Manager Representatives

2 National or International Trade or Professional Association Executive

one of which will be from the tourism industry
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V-G.

V-H.

V-1

V-J.

V-K.

2 Retail Owner/Manager Representatives
Alexandria City Manager or designee

Non-voting ex-officio members from the following organizations and others as
determined by the Board from time to time:

Office of Historic Alexandria Executive Director

Chamber of Commerce President

AEDP Executive Director

KSMET President

Eisenhower Avenue Partnership President or Executive Director
Potomac West Business Association President

Old Town Business Association President

Election of Chair, Vice Chair and Treasurer. The members of the ACVA Board of
Governors shall elect a Chair, a Vice Chair and a Treasurer from the Board. Each shall
serve a term of one year and may be re-elected for one more term. In April of each year,
the Chair shall appoint a Nominating Committee (for the purpose of choosing nominees
for Chair, Vice Chair and Treasurer) made up of no less than three, nor more than five
Board members. The election of the Chair, Vice Chair, and Treasurer will take place no
later than May 30 of each fiscal year.

Meetines. The ACVA Board of Governors shall meet not less than quarterly at a regular
time to be specified by the Chair, with a schedule established from time to time by the

Board.

Special Meetings. Special meetings of the ACVA Board of Governors may be called by
the Chair, or upon request of any four members of the Board of Governors, on ten days
notice being given; the time and place of such special meeting to be fixed in the request
thereof.

Meetines to be open. Board of Governors® meetings shall be subject to the Virginia
Freedom of Information Act, so long as the ACVA is supported principally by public
funds.

Termination. The service on the ACVA Board of Governors of any member may
be terminated for reasons as specified in Section IX.

Absences. The seat of any member of the ACVA Board of Governors shall be
automatically vacated when such Governor fails to attend 75% of regularly scheduled

Board meeting.

Voting: Board of Governors. At any meeting of the ACVA Board of Governors, each
member must vote in person. A quorum for such meeting shall consist of eight
members of that Board of Governors.

11/01/05
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V-M.

V-N.

Action votes: ACVA Board of Governors. The action of a majority of members
of the ACVA Board of Governors present at any meeting shall constitute the action of the

Board.

Bonding. The Officers, members of the ACVA Board of Governors, and staff of
the ACVA shall be bonded in such amount as the Board of Governors shall determine.

SECTION VI: ACVA OFFICERS, REPRESENTATIVES AND EXECUTIVE
COMMITTEE

VI-A. Chair. The Chair shall preside at meetings of the Members and the ACVA Board

VI-B.

of Governors, and he/she shall be a member ex-officio of all standing committees.
He/she shall exercise a general supervision over the affairs of the ACVA, subject to the
Board of Governors. He/she shall have power to call special meetings of the members
and the Board of Governors at his/her discretion. He shall also perform such other duties
as may be deemed incumbent on the office of Chair, including the appointment of
committees. He/she shall serve on the ACVA Executive Committee and the AEDP

Board.

Vice-Chair. The Vice Chair shall be elected by and from the Board of Govenors. In the
absence or inability to act of the Chair of the ACVA Board of Governors, the Vice Chair
shall act in his place. The Vice Chair shall also be responsible for such other duties as
assigned by the Chair and serve on the Executive Committee.

. Treasurer. The Treasurer shall be elected by the Board and shall be responsible for

supervising the financial transactions of the ACVA, and shall ensure that full and
accurate accounts of all receipts and disbursements are kept in books belonging to the
ACVA. All monies received in the name of and to the credit of the ACVA shall be
deposited in such financial institutions as may be approved by the ACVA Board of
Governors. The Treasurer will serve on the Executive Committee.

The Executive Director shall supervise all disbursement of ACVA funds, and shall render
the Treasurer and/or the Chair and ACVA Board of Governors an account of his/her
transactions, at every monthly meeting, or whenever required by the Treasurer, Chair or
ACVA Board of Governors. A full report of the financial condition of the organization
shall be delivered to members [at, or] before the Annual Meeting.

The ACVA’s accounts shall be audited at the close of each fiscal year by independent
auditors to be designated by the ACVA Board of Governors; such report shall be
submitted to the ACVA Board of Governors and distributed to ACVA members, upon
request, and to members of the City Council and the City Manager’s office following
approval and acceptance by the Board.

11/01/05 ']
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VI-D.

VI-F.

VI-G.

Secretary. The Executive Director shall serve as the Secretary. The Secretary shall
record, or cause to be recorded, all votes and minutes of all proceedings; conduct all
Board of Governors® correspondence, and carry into execution all orders, votes, and
resolves. He/she shall keep a list of members of the ACVA, as well as a list of members’
official representatives or voting delegates, and shall notify members of their appointment
on committees. He/she shall collate for the use of ACVA members such statistics as may
be desired and available.

Executive Director. The Board of Governors shall be responsible for hiring and
supervising the duties as outlined in the job description that appears in the ACVA
Policies and Procedures Manual of the Executive Director of the ACVA and determining
the compensation based on an annual review conducted as to a procedure approved by the
Board. The Executive Director shall serve as Secretary of the Board of Governors and
serve on the Executive Committee.

Representatives and Committee Chairs. The Chair shall appoint all ACVA committee
chairs and ACVA representatives to outside boards and commissions, as required.

General Counsel. The Board of Governors may appoint a general counsel, who
shall be a member of the Virginia Bar, fo serve with or without compensation.

SECTION VII: COMMITTEES

VII-A.

VII-B.

Creation and Membership. The ACVA Board of Governors shall authorize the

creation and operation of such special committees, sections, subcommittees, task forces

and other groups as deemed necessary and in the best interests of the ACVA. The duties
and purposes of such entities shall be prescribed by the ACVA Board of Governors and

the ACVA Board of Governors may terminate the operation of such entities at any time.

The Chair shall appoint the members and designate the Chair, and Vice Chair if
necessary, of all such entities, and shall have the same powers with respect to all standing
committees.

A member may request the ACVA Board of Governors to review any such appointment
or designation on any grounds. The Board of Governors may then act to approve or reject
such appointment or designation.

Rules and Procedures.

Each committee, subcommittee, task force, or other group must follow the Guidelines as
developed, adopted, and revised from time to time by the ACVA Board of Governors.
These Guidelines govern the procedures to be followed regarding formation of such
groups, minutes and agendas, methods of communication, and other aspects of the
operation of such groups. So long as the ACVA is supported principally by public funds,
such groups are subject to the Virginia Freedom of Information Act.

11/01/05 ﬁ%
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VII-C. Executive Committee.

1. Composition of the Executive Committee. The ACVA Executive Committee will
be composed of the Chair, Vice-Chair, Treasurer, Secretary and one at-large
Board member selected by the Board. In the event that the President of the AHA
is not an officer, that person shall fill the at-large seat.

2. Meetings. The Executive Committee will meet at an established time and
location, determined by the Chair.

3. Duties and Responsibilities. The Executive Committee will set the agenda and
establish the priority of issues to be presented to the Board of Governor for its
consideration and will monitor the Executive Director’s actions in accordance
with the Boards established goals and objectives.

SECTION VIII-DUES AND ASSESSMENTS

Member dues shall be set by the ACVA Board of Governors and revised by the Board
from time to time as necessary to carry out the objectives of the ACVA.

SECTION IX: TERMINATION AND SUSPENSION OF MEMBERSHIP

IX-A.

IX-B.

IX-C.

IX-D.

IX-E.

Voluntary Withdrawal. Any member may withdraw from the ACVA after
fulfilling all its obligations to the ACVA for the current year, by giving written notice to
the Secretary.

Failure to Pay Dues. A member shall be suspended when its dues become 3
months in arrears.

Other Causes. A member may be suspended or expelled for violation of these By-

Laws or for conduct prejudicial to the best interests of the Association. Such suspension
or expulsion may be acted upon at any regular or special meeting of the members but only
after 10 days’ written notice, containing a statement of charges, in advance of such
meeting, has been given to the member subject to suspension or expulsion and upon an
affirmative vote of at least two thirds of the members present at such meeting,

Effect of Suspension or Termination. A member which has been suspended or
expelled shall not be entitled to vote at any membership meeting.

Investigations. All matters which may, in the opinion of any members, constitute

a violation of these By-Laws or conduct prejudicial to the best interests of the ACVA
shall be referred to the General Counsel of the ACVA or the Chair, if

there be no General Counsel. The General Counsel or Chair shall consider the matter and
make a recommendation to the Board for action if and only if, in his opinion, review is
warranted.

11/01/05 (| 6}
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SECTION X: LOCATION OF OFFICE, DELIVERY OF NOTICE

X-A. Location of office. The office of the Alexandria Convention and Visitors
Association shall be located in Alexandria, in the Commonwealth of Virginia.

X-B. Delivery of Notice. Any notice to members or to any officer of member of the
ACVA Board of Governors shall be deemed sufficiently given if sent to the last post
office address or fax number furnished to the Secretary of the Association.

SECTION XI: INDEMNIFICATION AND LIMITATION OF LIABILITY

XI-A. Indemnification of Directors and Officers. The Corporation shall indemnify, to
the fullest extent permitted by the Virginia Nonstock Corporation Act, as such Act exists
now or may hereafter be amended, its directors and officers who are made a party to any
proceeding by reason of their officers who are made a party to any proceeding by reason
of their office for acts or omissions performed in their official capacity.

XI-B. Limitation of Liability of Directors and Officers. The liability of any officer or
Director in any proceeding brought in the right of the Corporation, unless otherwise
provided by the laws of the Commonwealth of Virginia, shall be limited to zero for any
damages assessed against an officer or director arising out of any single transaction,
occurrence, of course of conduct pursuant to Section 13.1-870.1 of the Code of Virginia,
as the same may be amended from time to time.

SECTION XII: BUDGET APPROVAL PROCEDURE

XII-A. The fiscal year of the Alexandria Convention and Visitors Association shall start July 1
of each year and close on June 30 of the following year.

XTII-B.The Executive Director, in consultation with the Executive Committee shall prepare an
annual budget in accordance with the goals and objectives established by the Board of
Governors. The budget will reflect the commitment from City Council to provide long
term, substantial funding based on production results. The budget will be presented to the
Board of Governors for its consideration no later than April 30 each year.

Upon approval by the Board of Governors, the budget, performance measurements and
third year of the marketing plan will be presented to the City Council at a work session to
be determined by the Council.

XIII-C.The Treasurer will be responsible for monitoring monthly financial reports to ensure
accuracy and consistency within approved budget constraints.

SECTION XIII: SEAL

11/01/05 R
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The Association shall have a seal bearing the inscription Alexandria Convention and
Visitors Association, Inc., Virginia, 1996.

SECTION XIV: DISSOLUTION

Upon dissolution of the ACVA, all funds, property, and other assets of the ACVA
remaining after all debts and liabilities have been fully satisfied, including any obligation
to the City of Alexandria government, shall be distributed according to the vote of the
ACVA Board of Governors, which may choose to distribute such assets among the
members pro rata based upon the total of their dues and special assessments paid during
the ten years immediately preceding the fiscal year in which the dissolution is completed.
The ACV A Board of Governors, upon unanimous consent of the members, may adopt
other division or disposition of said remaining funds, property, and other asserts, or any
part thereof.

SECTION XV: AMENDMENT OF BY-LAWS
These By-Laws may be amended by a majority vote of the members at any meeting of the

members for which 10 days’ notice has been given regarding the substance of the
proposed amendment.

11/01/05 8|
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Alexandria Convention & Visitors Association (ACVA)

Strategic Marketing Plan (2005- 2008)
(adopted by Board on June 21, 2004)

Vision: To become the premier destination marketing organization by exceeding
expectations through innovation and creativity.

Mission: To generate tourism and conventions that increase revenues and promote
the City of Alexandria and its assets.

Program Objectives

ACVA will increase tourism spending by:

* Positioning Alexandria as a unique, culturally rich destination,

e Establishing Alexandria as a “must see” component of Washington, D.C.
experience,

* Increasing brand awareness by improving existing and developing new product,

 Identifying emerging markets through analysis of latest travel trends and
forecasts,

* Building consensus within residential and business communities as to the benefits
of Alexandria’s tourism economy and ACVA’s important role in that economy.

The ACVA will work in collaboration with public and private partners to maximize
opportunities and provide a single message to the leisure traveler while enhancing
existing programs and developing new markets. This plan serves as a road map for a
more unified approach to attracting tourism dollars and as the foundation for developing
more sophisticated and aggressive marketing strategies.

Cooperative advertising, joint strategizing and participation on regional, national and
international sales missions and trade shows will allow ACVA to display the unique and
diverse attractions of the City. The Greater Washington Region has long been the
political capital of the world. It is now emerging as (and should be marketed as) a world-
class cultural and heritage destination as well. Alexandria plays a significant role in this

cultural emergence.

ACVA continues to believe that our own citizens are our best travel agents. To that end,
ACVA will work to build consensus on the value of tourism to our economy and to
educate our citizens as to the varied and diverse tourism opportunities in the City.

Travel Industry Trends and Economic Impact

Overview

Calendar year 2000 was a banner year for travel to Alexandria and the nation. However
from 2001 through 2003, travel dropped precipitously. Due to a slowing economy, 9/11,
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war in Irag, SARS, bad weather and job loss, travel nationwide suffered a severe
downturn.

According to the Travel Industry Association’s (TIA) 2004 statistics, domestic travel fell
15% over those three years. Domestic airline travel dropped 14%, international travel
fell 21% and hotel room demand was down 1.5%. Although the travel industry has 6%
of all US jobs, the industry suffered 26% of all job losses.

During this same period of time, while the US hotel industry experienced a 7% decline in
revenue per available room (rev par), the Greater Washington region experienced a 16%
decline. Alexandria’s rev par was down 11%.

Government business helped to maintain many of the hotels in the City; however,
government overnight visitors were exempt from hotel taxes that are so vital to maintain
our City services. Alexandria’s hotel tax revenue decreased and the hotels’ market mix
was substantially changed. The individual business traveler who has been a leader of our
local market mix declined to the lowest contributor to that mix.

Forecasts (2004 and Beyond)

The outlook for the business traveler segment looks promising. According to the latest
TIA surveys (May 2004), 71% of corporations surveyed believe that business travel will
rebound in 2004. 48% of those businesses have increase and plan to increase their travel
budgets; however, business travelers will still be looking for discount airlines and mid-
priced hotels. 23% will likely book on-line.

The events of the last three years have resulted in significant changes to business travel
policies. Tighter travel requirements by companies and more reliance on technological
meetings will likely remain in place.

The business traveler comprises a significant segment of the Alexandria hotel base.
Substantial income was lost due to the tightening of corporate travel budgets; however,
easing of some of those restrictions will bode well for our hotel market.

Likewise, for the leisure traveler segment, 2004 will see slow, stead growth. Those
travelers will tend to book closer to their departure, and travel via highway (by train,
motorcoach, automobile or recreational vehicles). The trend for shorter trips closer to

home will remain.

Through 2004, hotel demand nation-wide is expected to increase 4% in 2004, occupancy
up 2.7%, ADR up 2% and RevPar up 4.5%. International travel will likely rise 5% with
most of that coming from the UK which is expected to be up 8%. 46% of all hotel
bookings will take place on-line. These trends are expected to continue through 2005 and

beyond.

Target Markets
The Mid-Atlantic states have long been the strongest leisure markets for Alexandria and

the region. Secondary markets such as California, Texas, Ohio, North Carolina and
Florida are increasingly becoming part of the market mix. All international marketing for
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the region is being handled through Capital Region USA (CRUSA); therefore, this plan
discusses only domestic travelers.

Travel patterns are being directly affected by the aging population. Travelers tend to be
better educated than in the past. Many are single parents or have same sex partners.
Women are having more influence on travel plans and are seeking more culturally

diverse activities.

Baby Boomers continue to be the most sought-after market because they travel farther
away from home, stay longer, have two or more destinations in one trip, spend more per
trip, take part in more activities and travel with one household person.

31% of Baby Boomers shop while on their trips. 17% spend time on outdoor activities,
14% visit historical museums, 11% go to the beach and 10% take in a cultural event.
75% of all traveling adults took part in a cultural event on a trip last year.

30% of Junior Matures (55-64) went shopping, 15% visited a historical location and 12%
went to a cultural event. Health/life enhancement, ecotourism, legacy travel, virtual
travel, combined business/leisure trips, and enrichment tours are emerging markets.
There will likely be a significant increase in visits to family and friends.

According to the U. S. Bureau of the Census and Statistics, 55% of the entire U.S.
population lives within 500 miles of Virginia. ACVA will continue to focus the majority
of its resources on the five hour or less drive market which brings in the highest return on
investment. However, through the internet and other innovative marketing tools, ACVA
will also reach out to second tier states and our own closer in Greater Washington region.

The importance of the individual business traveler has not been ignored. ACVA’s has test
marketed several business publications — none of which has brought the desired results.
While ACVA will continue to look at ways to directly reach the business traveler, ACVA
understands that business travelers are also leisure travelers and are being influenced by

the leisure marketing strategies.

The Group Business travelers will continue to be reached by the ACVA sales team
through trade shows, sales missions and trade publications.

Regional Assets
The Greater Washington region is rich in cultural and historic assets. 75% of American

adult travelers say they included a cultural, arts, heritage or historic activity or event
while on a trip in the past year. These travelers tend to be more affluent and tend to
extend their visits. By creating linkages among the many historic and patriotic events
and entities in the region, ACVA can increase its share of the tourism dollars flowing into

the region.

Reaching the Consumer
Communicating with the leisure traveler continues to be an ever increasing challenge.

They are being bombarded with slick ads and videos. ACVA must develop unique

messages and designs and have those images reach the target audiences in many different
ways — through the Internet, email blasts, direct mail, print advertising, travel stories, and
much, much more. Past marketing studies have shown that to get a consumer’s attention, -
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he or she must receive the same message at least three different ways over a period of
time.

Collaborating on travel information, establishing “one-stop” shopping for the traveler,
creating a first-rate communications system with a qualified database system and
surveying or “listening” to the visitor to find out what kind of information they want and
need when visiting the area will be of paramount importance in developing a more
successful approach to providing traveler services. Through active participation in the
Greater Washington Tourism Alliance (GWTA) and the Northern Virginia Visitors
Consortium (NVVC), ACVA will work toward improving visitor services and
information for regional travelers

By refining the FunSide.com web site and linking our site with other regional and state
sites and an 800 information line, ACVA can ensure that the visitor will have all needed
information at-hand and will be able to plan and implement their trip quickly and hassle-
free.

At the same time, ACVA must not ignore the region’s citizens. Travel studies show that
the majority of travelers continue to get their travel information from their friends and
family. With 7 million people living in the region, ACVA will connect with our own
residents and the residents of the region to ensure they are provided the information
needed to act as “regional tourism agents.”

The last several years have shown the importance of focusing some resources closer to
home. During times of conflict or loss of confidence in travel, the Alexandria tourism
economy depends upon those visitors closer to home. These visitors tend to frequent our
restaurants, retail shops and attend events. Through cooperative ventures with the
neighborhood marketing organizations, ACVA will increase and support those marketing
efforts already under way.

Data-Driven Marketing
Marketing is only as good as the data used to develop the strategies. ACVA is committed

to developing marketing programs based on certifiable research such as that mentioned
previously. TIA, Virginia Tourism Corporation (VTC) and Washington Convention and
Tourism Corporation (WCTC) conduct annual surveys and studies which provide the
nation and our region with pertinent information.

During calendar year 2003, 16.4 million domestic visitors visited Washington, D.C, an
increase of 3.2%. The leisure market increased 3.8% and overnight travel volume
increased by 1.6%. Average overnight trip expenditures increased by 2.7%.
International visitation was down 16%.

Additionally, 66% of D.C. trips were for leisure, 29% business and 5% combined

business and leisure.
43% visited friends and relatives, 12% came for entertainment and 10% for personal

reasons.

The profile of the D. C. visitor tracks very closely to the Alexandria visitor. See below.
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ACVA also understands the importance of local research. In late 2003, ACVA completed
a year-long study of the Alexandria visitor. The study confirmed much of what was
already known about our visitors. See below:

e Average age 48

* Median income higher than U.S. average of $50,000 ($77,700)

® 14% travel with children

* Most come from the Commonwealth of Virginia

e 62% are return visitors (66% for day visitors)

* 46% hear about Alexandria from family and friends

* Advertising and travel articles appear most effective for day-trip and first-time
visitors

* 72% of Alexandria visitors knew of the Official Visitors Guide; 96% rated the

guide as good or great

7% visited FunSide.com prior to visit

Day-trip visitors more likely to use web site than overnight visitors

Visitors come to Alexandria for historic charm and proximity to D.C.

59% of all visitors stay an average of two days

Historic site visitors spend fewer days than Event attendees

Majority of overnight visitors in Alexandria hotels are business travelers

27% stay in Alexandria hotels

25% stay with family and friends

Mount Vernon is strongest historic site draw ;Torpedo Factory is second

9 out of 10 visitors are satisfied or somewhat satisfied with their visit

73% recommend historic sites, galleries, shopping and restaurants

Next Steps:

The Alexandria Convention & Visitors Association will take advantage of the increase in
travel and broaden the awareness of Alexandria as a destination that is a part of the
Greater Washington/Northern Virginia region that offers culturally rich experiences to its

visitors.

ACVA will develop cooperative programs with our commercial neighborhoods to
strengthen their marketing initiatives and broaden their exposure.

ACVA will continue to grow the existing Mid Atlantic and Virginia audience by
increasing their familiarity with the diverse products, events and experiences within our

City.

ACVA will enhance collateral materials and other marketing tools to accommodate the
aging population and to focus on developing products that appeal to their interests.

Through local and regional advertising and marketing strategies, ACVA will reach the
millions of residents of and visitors to the Greater Washington region who may become
day-trip visitors, long week-end visitors or travel ambassadors for their family and

friends.
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ACVA will continue to develop marketing strategies and programs based on the latest
certifiable data.




ALEXANDRIA CONVENTION & VISITORS ASSOCIATION
FY 2006 Business Plan
The ACVA is in the second year of a Three-Year Strategic Plan adopted by the Board of
Governors on June 24, 2004. Mission and Goals adopted by City Council in June 1996.

MISSION:  To generate tourism and conventions that increase revenues and promote
the City of Alexandria and its assets. (Mission revised and adopted by membership in June
2000)

GOALS: This mission is carried out through implementation of the following goals:

1. To market Alexandria as a destination for regional, domestic and international
business, meeting, and leisure travelers.

2. To increase City tourism revenues by encouraging business and leisure travelers
to patronize Alexandria facilities, attractions, businesses, and events.

3. To develop tourism marketing and promotional programs offered in conjunction with
Alexandria’s hospitality industry and local businesses.

4. To target these programs to meeting planners, tour operators, and travel writers.

5. To work cooperatively with state and regional governmental and travel trade
agencies in joint tourism marketing projects.

6. To bring City marketing, advertising, and promotional efforts on par with competing
state and local jurisdictions.

7. To provide visitors to Alexandria with tourism services at appropriate locations in
the City. (not feasible with current financing)

8. To maximize the historic uniqueness of Alexandria.
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RESEARCH AND FORECASTS: This plan is based on a series of assumptions derived

from the most reliable research and travel trends available.

Brand Identity: Alexandria is an upscale seaport with relaxing historic ambience,
unique shops and fine restaurants just across the Potomac River from Washington, DC.
(Brand identity established through in-depth research completed in 1997 and reconfirmed by
research completed in 2003.)

Alexandria Visitor Profile: (Profile based on 1997 research and updated by 2003 research.)

48 years of age
$77,700 median income (US=$45,500)
14% travel with children
47% live in South
16% in Virginia
62% are return visitors (first-time visitors more likely to come in winter)
75% of hotel visitors are business travelers
Word-of-mouth brings most visitors
First-time travelers/day visitors come from travel book articles/ads
First-time/overnight visitors as more likely to be influenced by Official Visitors
Guide
Advertising more effective with day-trip than overnight visitors
72% of visitors are familiar with Official Visitors Guide
7% view the web site prior to visit
59% stay at least two days
26% stay in local hotel or B&B
25% stay with friends/family
12% stay in DC hotel
11% are day trip visitors
80% are aware of Mount Vernon
Torpedo Factory/shopping are second in awareness and participation
87% visitors satisfied with visit
36% felt Alexandria exceeded expectations
62% felt Alexandria met expectations
2% below expectations
31% recommend its history, galleries, museums
26% recommend its food
Reasons for visit:
o History
o Special event
o Proximity to DC
o Business
Winter visitors more interested in arts/antiques
Historic site visitors spend fewer days than special events attendees




Current Travel Forecasts:

U.S. Economy will produce moderate growth in 2006. The GDP will gain for
2006 approximately 2.5%.

Smith Travel Research has revised expected 2005 RevPar from increase of 7.6%
to 8.2% due to aftermath of Katrina. (Assumption had been that hotel rooms in
affected region would remain closed; however, due to contractors and emt
workers, most hotels are seeing record occupancy.)

The cost of business travel will increase by 12% in 2006. (Tthis could result in
companies reducing amount of travel.)

Consumer spending (a strong indicator of leisure travel industry health) will
slow in last quarter of 2005.

National meetings market will continue to see growth. 6% increase from 2001
to 2003 and a 10% growth in 2003.

While hotel room rates will increase 3-5% in 2006 nationally, DC area hotels
can expect a 4-6% growth.

Hotel occupancy will remain at 2005 levels.

Short-term business will be booked “in the year for the year”.

Student travel in Q4 2005 and throughout 2006 will remain strong with an
anticipated 10% growth in Capital Region.

Although the price of gasoline continues to be a problem for airlines, airfares are
still expected to decline further in 2006, thus stimulating both business and
leisure travel.

Most active leisure travelers will change some aspect of their travel plans if
the price of gasoline reaches $3.50 per gallon.

Most leisure travelers will drive an average of 582 miles on their next “drive
vacation.”

The high gasoline prices will affect the way leisure travelers spend their money.
56% will reduce “dining out” expenses; 47% will reduce amount of movies;
41% will buy fewer clothes or gifts.

35% of all marketers said search optimization efforts led to higher ROI than
paid search campaigns.

Gen Xers have outpaced Baby Boomers in per capita on business trips.

In two years, Gen Xers will be majority of business travelers.

Gen Xers are more interested in technological features. Baby boomers care more
about utility in choosing hotels.

Travelers are choosing hotel bookings on hotel chain’s website vs. generic travel
sites.

Less than 25% business travelers are using Wi-Fi.

33% of employees do office work while on vacation.

Alexandria named one of top five destinations for a working vacation due to
connectivity with good cell phone service and internet access, mix of tranquil
locales and bustling hotspots; and ease of access for major air carriers and train
lines.

In 2004, 18.75 million people visited Washington, DC. 2005 is expected to be
even higher.
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In 2003 study, 40% of business travelers are women. By 2005, increase
expected of 10%

Women business travelers: usually single, younger and more highly educated,
salary of $75,000+; 65% go shopping, visit a historic site or enjoy outdoor
activity.

Nationally, road warriors spend total of $288 per day. 50% for hotel, 28% for
car rental and (22%) meals.

81% of US travelers included cultural/arts/heritage activities at least once on
trips in past year.

Characteristics of cultural travelers: longer durations, greater use of air travel
and rental cars, greater use of hotel accommodations, summer travel more
prevalent, more activities per trip, and higher trip spending.

46% of cultural traveler goes shopping; 23% go city/urban sightseeing.
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FY 2006 GOALS AND STRATEGIES:

Goal One: Strengthen the brand identity through development of marketing
initiatives based on best available research and travel trends resulting in increase traveler

spending and tax revenues.

Strategies:

* Incorporating research results and latest travel trends, develop design guidelines
in conjunction with Abrials & Co. to strengthen brand and to have consistent look
throughout marketing initiatives.

* Incorporating research results and latest travel trends, develop a series of
corporate ads to be used in national publications to enhance recognition of the
Alexandria product for meeting planners, tour operators and leisure/business
individual traveler.

* Integrate interactive map in all marketing materials through enhancing on-line
capabilities and the development of printed maps for hand-outs in Ramsay House
and direct mail to potential visitors.

» Update design and concepts for Fall for the Arts in conjunction with Art Festival
Executive Committee’s activities increasing participation in major City fall art
events.

* Capitalize on the designation of the George Washington Memorial Parkway as a
US Scenic By-way.

* Place 2006 Visitors Guide on web to provide easy access to full content of guide.

* Incorporate findings from conversion and neighborhood studies to increase
effectiveness of marketing and advertising efforts.

* Promote City of Alexandria and events to travel media through personal contact.

* Incorporate City’s Wi-Fi initiative into marketing materials and develop “wi-fi
work space” on Ramsay House porch

e Research cost and redesign of trade show booth and other relevant materials to
reflect “consistent” look for implementation in FY 2007.

* Research and develop innovative elements for web site with implementation
planned for FY 2007.

Goal Two: Enhance core program and leverage marketing dollars by formulating
cooperative marketing and advertising initiatives in conjunction with Alexandria’s
hospitality industry and local businesses to increase awareness of the Alexandria
experience.

Strategies:

e Partner with local business organizations to develop local area printed maps

which may be revenue generators in future.

e Offer interactive and print map capabilities to various interest groups including

but not limited to arts & antiques

* Develop cooperative regional advertising opportunities for retail, restaurants and

attractions.
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Offer participation in sales and media trade shows and sales mission to provide
additional exposure for interested member businesses.

Develop cooperative Mid-Atlantic advertising opportunities with hotels for
overnight packages.

Share research results with local businesses and organizations to develop
strategies based on needs of visitors.

Coordinate with stakeholders to develop and implement 2005 Holiday Program.
Aggressively solicit member participation for spring and fall sales missions
Aggressively solicit member participation in two media FAM trips and relevant
media events

Goal Three: Increase exposure of the Alexandria experience and leverage marketing
dollars by partnering with regional, state and federal public and private organizations

Strategies:

Analyze VTC and WCTC advertising schedules for coop opportunities which will
reduce ACVA advertising expenses while increasing exposure.

Tie into regional and state marketing initiatives through linking Alexandria’s
existing products with NEW regional initiatives.

Develop spring/summer program capitalizing on visit by Godspeed, VTC’s
Jamestown 2007 — American’s 400" Anniversary and DC Celebrates American
Originals

Develop media fam focused on summer program

Coordinate, when relevant, sales and media FAM’s and sales mission with VTC,
WCTC and CRUSA

Goal Four: Increase involvement of business and civic organizations with ACVA
activities through enhanced communication and education of tourism benefits.

Strategies:

Translate marketing strategies into membership benefits

Work with Board of Governors to increase outreach to prospective members and
maintain strong connection with existing members

Encourage civic and business organizations to include relevant ACVA news in
their regular newsletters

Present brief ACVA news item to civic and business organizations as appropriate.
Ensure that an ACVA representative is in attendance at relevant civic, business
and council meetings

Establish procedures for responding to comments and inquiries within 24 hours.
Publicize and increase attendance at quarterly Fun Siders classes

Focus 10 Fun Side Forum on marketing issues directly affecting membership
encouraging new members and participation in cooperative programs.
Incorporate all marketing strategies and communications efforts into visitor center
activities.

Publish and mail quarterly ACVA newsletter to expanded list.
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PERFORMANCE INDICATORS

Hard Data:
1. Hotel Statistics compared with region
Occupancy
ADR
REvPar

8.

Economic Impact Figures
Travel spending
Direct taxes

Performance measures
Hotel transient tax

$1 per room night tax
Meals tax

Sales tax

Membership
Increase
Retention
Survey results

Earned media exposure
Media impressions
Value

Sales tracking

Qualified leads

Actualized revenue

Rooms booked

Preferred Meeting Planner revenue
Off-site bookings

Web site statistics
Unique visitors
Most viewed pages
Inquiries

Financial Audit

Marketing Activities: based on monthly and annual reports
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FY 2006 Budget
July 2005 through June 2006

T TY 2006
Ordinary Income/Expense
Income
INCOME
4001 - City Allocation 1,735,214.00
4010 - Membership Dues
4011 - AHA Dues 21,000.00
4013 - Charter 10,000.00
4014 - General 49,000.00
Total 4010 - Membership Dues 80,000.00
4020 - Official Visitors Guide 20,000.00
4050 - Visitors Center 30,000.00
Retained Earnings Transfer 100,000.00
Total INCOME 1,965,214.00
Total Income 1,965,214.00
Expense
COMMUNICATIONS & MARKETING
7000 - Advertising
7010 - Groups 48,000.00
7020 - General/Individual Traveler 390,000.00
7030 - Design
7033 - Marketing - Design
7034 - Marketing - Design 44,000.00
Total 7033 - Marketing - Design 44,000.00
7036 - Media/Members - Design 5,000.00
7038 - Sales - Design 6,000.00
Total 7030 - Design 55,000.00
Total 7000 - Advertising 493,000.00
7100 - Collateral Materials
7120 - Photographer 12,000.00
7130 - Postage & Delivery
7131 - Marketing - Postage
7132 - Marketing - Postage 57,500.00
Total 7131 - Marketing - Postage 57,500.00
7134 - Media/Members - Postage 2,500.00
7136 - Sales - Postage 5,000.00
Total 7130 - Postage & Delivery 65,000.00
7160 - Printing
7161 - Marketing - Printing 45,000.00
7164 - Media/Members - Printing 5,000.00
7166 - Sales - Printing
7167 - Sales - Printing 5,000.00
Total 7166 - Sales - Printing 5,000.00
Total 7160 - Printing 55,000.00
Total 7100 - Collateral Materials 132,000.00
7280 - Business Development/Dues, Subs
7281 - Marketing/Members Bus Dev 5,000.00
7282 - Media/Members Bus Dev 5,000.00
7284 - Sales - Business Development 10,000.00
Total 7280 - Business Development/Dues, Subs 20,000.00

7299 - Partnership Projects Expense




FY 2006 Budget
July 2005 through June 2006

= TY 2006
7300 - Partnership Projects 40,000.00
Total 7299 - Partnership Projects Expense 40,000.00
7400 - FAM Tours/Events
7410 - Media/Member - Events 8,000.00
7420 - Sales - Events
7421 - Sales - Events 8,000.00
Total 7420 - Sales - Events 8,000.00
Total 7400 - FAM Tours/Events 16,000.00
7499 - Film Office Expense
7500 - Film Office 1,000.00
Total 7499 - Film Office Expense 1,000.00
7600 - Professional Development
7610 - Marketing - Prof Dev 4,000.00
7620 - Media/Members - Prof Dev 4,000.00
7630 - Sales - Prof Dev 4,000.00
Total 7600 - Professional Development 12,000.00
7650 - Promotional ltems
7651 - Promotional ltems 4,000.00
Total 7650 - Promotional ltems 4,000.00
7700 - Research 50,000.00
7800 - Trade Shows
7810 - Media - Trade Shows
7811 - Media - Trade Shows 5,000.00
Total 7810 - Media - Trade Shows 5,000.00
7820 - Sales - Trade Shows
7821 - Sales - Trade Shows 20,000.00
Total 7820 - Sales - Trade Shows 20,000.00
Total 7800 - Trade Shows 25,000.00
7900 - Web Site 30,000.00
Total COMMUNICATIONS & MARKETING 823,000.00
OFFICE MANAGEMENT
6020 - Bookkeeping 8,000.00
6030 - Building Maintenance
6034 - Cleaning 14,000.00
Total 6030 - Building Maintenance 14,000.00
6040 - Computer Software & Expenses 15,000.00
6050 - Copier Lease/Photocopying 7,000.00
6060 - Equipment Maintenance 1,500.00
6070 - Insurance
6074 - Corporate 2,000.00
6076 - Workers Compensation 3,500.00
Total 6070 - Insurance 5,500.00
6080 - Lease 81,600.00
6090 - Office/Oper Supplies
6091 - Ofc Sup-Administrative 15,000.00
6092 - Ofc Sup-Marketing 3,000.00
6093 - Ofc Sup-Media 2,000.00
6094 - Ofc Sup-Sales 2,000.00
Total 6090 - Office/Oper Supplies 22,000.00
6100 - Prof. Development-Admin 6,500.00
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FY 2006 Budget
July 2005 through June 2006

6110 - Transportation
6130 - Telecommunications
6132 - 800 Number
6134 - Computer On-Line
6136 - Telephone
Total 6130 - Telecommunications
6150 - Utilities
Total OFFICE MANAGEMENT
PAYROLL EXPENSES
5000 - Salaries
5005 - Payroll Taxes
5010 - Fringe Benefits
5018 - Payroll Processing
Total PAYROLL EXPENSES
PROFESSIONAL FEES
9010 - Accountant
9030 - Computer Specialist/Facilitator
Total PROFESSIONAL FEES
VISITOR/MEMBER SERVICES -
8010 - Annual Membership Meeting
8020 - Board of Governors
8050 - Gift Shop Investment
8060 - Promotion for Visitors/Members
8080 - Volunteer Awards
Total VISITOR/MEMBER SERVICES
Total Expense
Net Ordinary Income
Net Iincome

M W WAL

—TY 2000

8,500.00

3,960.00
6,240.00
4,800.00

15,000.00
4,000.00

188,600.00

744,000.00
57,000.00
88,200.00

4,800.00

894,000.00

5,000.00
13,000.00

18,000.00

4,000.00
1,000.00
15,300.00
500.00
1,200.00

22,000.00

1,945,600.00

19,614.00

19,614.00
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Annual Reporting Documents

Annual Report
The Annual Report is presented at the Annual Membership Meeting in September

following the close of the fiscal year. The report is mailed to ACVA members,
Alexandria City Council and City Staff, other local elected officials, the Boards of
our local business and civic associations.

Performance Indicators
Performance Indicators are the ACVA’s annual “report card.” As established in

1997 by ACVA staff and City staff, the ACVA measures its performance against
its own performance the previous year, and against the performance of the Greater
Washington region and nation, in certain measurement categories.

Economic Impact Figures

Calculated after the close of each fiscal year (June 30), Economic Impact Figures
delineates the amount of spending by overnight visitors who stayed in Alexandria
hotels during the year based on Virginia Tourism Corporations research. Only
26% of all Alexandria visitors stay in Alexandria hotels; therefore, 74% of
Alexandria visitor spending is not included.

End-of-Year Report to Board

The ACVA president reports the results of the staff’s execution of the annual
Business Plan to the ACVA Board of Governors after the close of the fiscal year.
Performance against measurable goals and objectives is reported.

Financial Report

The ACVA president presents a complete annual financial report to ACVA
Executive Committee and to the ACVA Board of Governors after the close of the
fiscal year.

Annual Audit
An independent audit of all ACVA financials is conducted annually and sent to

City Council and staff.

Documents are based on best practices as outlined by the Destination Marketing
Association International (formerly IACVB).







Tourism—
The Greatest Show
in Alexandria

ACVA Juggles Bold Initiatives to Make
Alexandria a Premier Destination

Juggling the interests of its many stakeholders,
while keeping a focus on its mission to bring visitors
to Alexandria, is a feat that the ACVA handles as
“ringmaster” of Alexandria’s tourism industry.

=% old initiatives taken over the past year have
= helped to set the future direction of tourism
# in Alexandria. As local commercial neighborhood organizations become energized, the ACVA
continues to broaden its own marketing focus to be more inclusive of all that Alexandria has to offer
the visitor. Additionally, the association keeps an eye focused on the interests of Alexandria’s residents
to ensure that tourism contributes positively to their quality of life.

Among these initiatives:

e Official Visitor’s Guide promotes Alexandria’s neighborhoods.

e Interactive online MapAlexandriaVA.com encompasses entire City.

e Motorcoach Task Force studies ways to improve motor-

coach management through parking initiatives. el
Research study launches to learn more about visitors to commercial neighborhoods.
ACVA Board hosts joint planning session with commercial neighborhood leaders.
ACVA staff assigned as liaison with neighborhood business/civic organizations.
Travel writers increase coverage of Alexandria’s neighborhoods.

Fun Siders class offers tourism training to business community.

Fun Side Forum'’s Palette Program promotes local

businesses during the Alexandria Festival of the Arts.

e o o o o o

The bottom line is, of course, economic development. Tourism spending during FY 2005 was $557.5
million, up from $487.8 the previous year. Direct taxes amounted to $13.4 million, up from $11.7 mil-
lion last year. Evidently, the ACVA does a pretty good job juggling the interests of its many stakeholders
as Alexandria’s tourism ringmaster!§

Welcome to new ACVA Board Members, Charlotte
Hall and Bob Lorenson. Many thanks to Hudson Rie-
hle, Greg Brown and Adam Winer, who have stepped

down from the Board. ACVA Launches
Two Marketing Research

FY2005 at a Glance Studies
7" he ACVA has launched two research studies
Tourism Economic Impact ............ Up 15% that will be instrumental in developing
: future marketing programs.The first
VIiRGINIA Hotel OCCUPANCY w.vveeeeeeeeerreeee. Up 8% study will define the unique benefit that each of
heFunsideofthePotomaé.com . & Alexandria’s commercial neighborhoods has to offer
. the visitor; determine if visitors are aware of this
Ale;‘](:;rlltc(l)rrl: /Ssc;r;\é:e:t’i)o[? & = | ACVA Membership ......ccccuuuuneen... Up 10% benefit; quantify the economic impact of visitors;
421 King Street, Suite 300 . ) and gather information for developing a profile of
Jex~~ria, Virginia 22314 Earned Media Impressions............ Up 18% current visitors to each neighborhood. The second
)3) 838-4200 is a conversion study that will provide ACVA with in-
- | Meetings Revenue ........................ Up 35% formation on spending patterns for visitors, sources
of information, reasons for visiting Alexandria,and a
Web Site Visitation ....................... Up 23% demographic profile. For more information, contact
Laura Rod at Irod@funside.com.§




In Brief
New ACVA Liaison Role with

Neighborhood Organizations

ACVA staff member Pat McCombie has taken on the role
of serving as liaison with Alexandria’s neighborhood
business organizations and civic associations. The new
position supports the goal of increasing more effective
two-way communication between ACVA and these
important stakeholders.

Meeting Planners Guide

Now Available Online

ACVA's Meeting Planners Guide is now available in an
interactive pdf format at FunSide.com. Viewers can turn
the pages, just as they would a printed version. The ACVA
sales department also has put the guide onto a CD for
ease of use and mailing.

Visitors Center Offers

Individualized Service

Access to the Internet in the Visitors Center during the
past year has helped staff to provide better service. “The
Internet gives us the ability to access details outside the
limit of the printed materials and give individualized
service to the visitor,” according to ACVA's visitor center
manager Pat McCombie. §

FY2006/2007
Bold Initiatives

ook for these new Bold Initiatives in the months

to come, as the ACVA integrates its online inter-

active map—MapAlexandriaVA.com—into all
of its major marketing initiatives:

e  Alexandria’s Official Visitors Guide will go online
with MapAlexandriaVA.com as its official map.
The online Guide, which will be offered in addi-
tion to the print version, offers ACVA members
advertising in the Guide greater online visibility
and marketing advantage.

e  ACVA will launch cable television advertising in
Greater Philadelphia, Pittsburgh and Northern
Virginia, coordinating with print advertising in
these markets, and directing visitors to
FunSideofthePotomac.com and the online
interactive map.

e  Printed versions of MapAlexandriaVA.com,
including ACVA member listings, will be offered
at the Visitors Center.

e  MapAlexandriaVA.com will be linked into USA

Today’s online travel page through the Map
Network as its new official map source.§

Motorcoach Task Forces
Resumes Efforts

research in May and taken a summer hiatus, the Task Force has

I I aving briefed City Manager Jim Hartmann on the status of its
reconvened to finalize its recommendations for presentation to

the Alexandria City Council. §

Chair’s FY2006 Plan
Emphasizes ACVA’s

Community Involvement
Letter from Chair

hank you for an outstanding tourism year. In
fact, it was the best year that ACVA has reported
since its founding in 1996! At $557.5 million,
FY 2005 tourism spending was up 15 percent over
last year. Direct taxes were up by 14 percent to $13.4
million. Our Performance Indicators—ACVA’s report
card—show that Alexandria was up in all measurement
categories.

These results will only continue to grow through the
cooperative efforts of the ACVA and the local business
community in partnership with the City. The members
of the ACVA Board of Governors have committed
themselves to furthering this cooperation through their
own increased involvement with the community.

The FY2006 Chair’s Plan provides a roadmap for Board
members to become ambassadors on behalf of tourism.
Participating in community forums and discussion,
responding quickly to questions or concerns pertaining
to tourism, creating one-on-one opportunities to share
information on the benefits of a strong tourism industry,
and other outreach efforts will all add up to making
Alexandria a premier destination and a great place to
live and work.

Give us a call. Welcome us to your meetings. Let us
hear your ideas and concerns.

Mary Anne Russell
FY2006 Chair, ACVA Board of Governors

Sales Initiatives Pay Off

meetings and groups to Alexandria, they offer

4 Fun Agendas, a Preferred Planner’s Program and
unique themes for sales missions. This summer, ACVA's
“Good Humor Girls” delivered ice cream surprises to
meeting planners in the District and Alexandria. Does
this creativity pay off? FY2005 qualified leads were up
22%,; actualized revenue was up 35%; and revenue from
the Preferred Planning Program increased by 16%.§

FY 2005
Tourism
Report
Card—
Best Ever!

lexandria’s

. tourism industry
= brought home
its best-ever report card
since the ACVA's founding
in 1996. Final FY2005
Economic Impact figures
totaled $557.5 million, up
15% from FY2004. This
increased spending trans-
lated into $13.4 million in
direct taxes for the City of
Alexandria—a 14 percent
increase!

o~

All ACVA Performance
Indicators were up as
well. Transient lodging
taxes increased by 15
percent to $6.3 million.
The hotel industry’s $1 per
room-night tax was up

by 8 percent to $936,646.
These amounts total

over $7.2 millionir el
taxes collected for ./
year. Occupancy was up 8
percent; average daily rate
6 percent; and revenue
generated per room 12
percent. Food and retail
taxes were both up by 6
percent. §

CVA's sales staff is a creative team. Always coming up with new initiatives to draw

"ACVA's Sales Staff &
Hotel Representatives

2006 City-wide Holiday Program

Joint Committee Presents Plans

o

multi-organizational planning group chaired by ACVA Board
Member Charlotte Hall has presented plans for a nostalgic
-Alexandria holiday season that focuses on creating memoe" -

for all. Look for brightly lit Christmas trees and decorated shops, hc fy
entertainers, a business and resident decorating contest,and more.
integrated marketing campaign will use advertising, direct mail, and bus

Irod@funside.com. §

backs to invite holiday shoppers to Alexandria. Just after the holidays, a
restaurant coupon book direct mail program will offer dining discounts
during the winter months. For more information, contact Laura Rod at




ECONOMIC IMPACT FIGURES

for
Fiscal Year 2005

ACVA

City of Alexandria
SPENDING DOLLARS LOCAL TAXES TAX REC'D
Lodging (20.4%) $ 113,736,109.09 5.50% $ 6,255,486.00
Meals (28.3%) $ 157,780,974.87 3% $ 4,733,429.25
Public Transport (17.4%) $ 97,010,210.70
Auto Transport. (16.1%) $ 89,762,321.39 1% $ 897,623.21
General Retail (9.8%) $ 54,637,934.76 1% $ 546,379.35
Admission/Recreation (8%) $ 44,602,395.72
Total $ 557,529,946.52 $ 12,432,917.81
$1 per room night tax $ 936,646.00
Total direct taxes collected for overnight visitors. $ 13,369,563.81
* These figures are estimates based on visitors who stay in Alexandria hotels. Day trippers or
those staying with friends and relatives or any other area hotels are not included.
% spending is based on Virginia Tourism Corporation figures.
PLEASE NOTE: If ALL visitors were included, the figures would be much higher.
ACVA PERFORMANCE INDICATORS
for
Fiscal Year 2005
FY 2005 FY 2004 FY 2005 2004
% | 11 months | % |National| % |GDP
Alex Alex Greater National
+/- | Wash | +/- |calendar] +/-

Revenue Generation L

Room Tax Collected 6,255,486 5,444,027| 15%

$1 per room night 936,646 865,457| 8%

Food Tax Collected (10 months) 9,628,015 9,094,135 6%

Gross Retail Sales 23,812,277| 22,541,886| 6%

Hard Measurements

Hotel Occupancy 71% 66%| 8% 70%

Hotel ADR $ 10743 % 101.40 | 6%| $ 124.29 {10%| 4%

Hotel RevPar $ 87.55|$% 77.91[12%| $ 87.55|12%| 8%

GDP based on 1st Quarter 2005 - U. S. Bureau of Economic Analysis

Looking Ahead to Jamestown 2007
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lexandria will be one of six cities, and the only city in Virginia, to host the God-

; speed Sail as the inaugural event for America’s 400" Anniversary and the founding
¢. % of Jamestown. The celebration will be held along Alexandria’s waterfront, May 27
- June 4.

Historic and cultural exhibits, theatrical and music productions will line Alexandria’s
waterfront, bringing thousands of visitors to kick off a year of events throughout the Com-
monwealth. The ACVA will be actively involved in promoting these efforts and advises
members to “stayed tuned” for opportunities to participate.§

Milestones
1996

ACVA established as a
501(c)3 membership
organization with a
budget of $380,000

First ACVA Board strate-
gic planning session and
adoption of Goals & Objec-
tives for new organization

Marketing research and
development of visual
and thematic logos

1997
Fun Side of the Potomac

logo and tagline adopted
by ACVA Board

Development of Three---
Year Marketing Plan, Per-
formance Measurements -
and Economic Impact
Figures :

40’

City Council increases
lodging tax from 5.25
percent to 5.65 percent
and increases ACVA

budget by $200,000 to
$580,000

1998

Establishment of ACVA _
Funding Task Force chaired

- by Councilman David
“Speck: e

1999 .

Alexandria Hotel Associa-_
tion requests City Council
toimpose $1 perroom- | <
night tax in order to fully
fund ACVA marketing plan. .
Lodging tax is reduced to

5.5 percent.

First year that ACVA is

fully funded. Alexandria
increases market share for .
the first time. ¥

L3
Ongoing
Three-year marketing
plans based on reliable
market data; ACVA Board
establishes goals and
priorities; ACVA reports
to Council at annual work
session; Alexandria’s
tourism industry retains
much of its vibrancy even
during 9/11 and slowing
economy; ACVA expands
marketing efforts to in-
clude emerging commer-_
cial neighborhoods. i ¥




of Governors ACVA Mission and Goals

: - The mission of the Alexandria Convention & Visitors
Association is to generate tourism and conventions
that increase revenues and promote the City of
Alexandria and its assets.

At-Large Representative
Retail Owner, Manager
Robert Lorenson

Owner, The Virginia Shop

At-Large Representative o
ge “ep The goals of the Association are:

Charlotte Hall

Vice President + To market Alexandria as a destination for regional,
Potomac Riverboat Company domestic and international business, meeting and
City Council Representative leisure travel.

Joyce Woodson o ) + Toincrease City tourism revenues by encourag-
Member, Alexandria City Council ing business and leisure travelers to patronize
City Manager Representative Alexandria facilities, attractions, businesses and
Mark Jinks events. '

* Assistant City Manager . . .
+ To develop tourism marketing and promotional

programs offered in conjunction with Alexandria’s
hospitality industry and local businesses.

Historic Preservation
Mary Ruth Coleman
Director, Carlyle House Historic Park

Attraction Representative + To target theses programs to meeting planners,

Trudi Van Dyke tour operators and travel writers.
Director, Torpedo Factory Art Center - To work cooperatively with state and regional
etk International Association Executive governmental and travel trade agencies in joint
ntative (pending) ~ ~ Gayle Reuter tourism marketing projects.
eral Manager. ASIS International

. o . + To bring City marketing, advertising and promo-
National Association Executive tional efforts on par with competing state and

Jim Singerling local jurisdictions
Club Managers Association of America J )

+ To promote visitors to Alexandria with tourism

Restaurant Owner, Manager . . . . .
services at appropriate locations in the City.

Pat Troy

: : Owner, Pat Troy’s Ireland’s Own . . imi istori i i
nn Old Town King Street ot P)Zz ) To maximize the historic uniqueness of Alexandria.

wah
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FY 2005 End of Year Report on Organizational Goals
August 2005

Broad Goals:

1. Lead the region in increases in hotel statistics
Occupancy: Alex 8% vs GW 2%
ADR: 6% vs 10%
RevPar: 12% vs 12%

2. Increase economic impact figures by 10%
FY 04 figures = $485,207,397
FY 05 figures = $557,529,947
% increase = 15%
Direct taxes = $ 1,683,982 increase

3. Improve performance measures in all categories
Hotel transient tax up 15%
$1 per room night up 8 %
Meals tax up 6 %
Sales tax up 6 %

4. Increase exposure of existing commercial neighborhood marketing programs

e Web Site home page banner ad directing to neighborhood page with
links (3,220 page views since April; top 50 most viewed pages each
month)

e Neighborhood page in Official Visitors Guide

e Interactive Map of entire city of Alexandria

e 13 travel writers visited or received info about Alexandria and its
neighborhoods

5. Increased membership by 10%
Retention rate of 90%
Survey results: 92% good or better; 8% average; 0% poor

6. Earned media exposure valued at $773,000
Earned media impressions up 18%
(Earned media estimates only print — not tv/radio/internet)

7. Qualified leads up 22%
Actualized revenue up 35%
Rooms booked (began tracking in 05)
Revenue fromPreferred Meeting Planner Program increased 16%

A i




Financial condition excellent — met target expense categories with a small
savings for the year of $64,786 (some of the overage was due to commitments
made in 05 but paid in 06)

Activity Goals

1.

2.
3.

O

© % N o

11.

12

13.

14.
15.
16.
17.
18.
19.
20.

21

L1

22.

23.

Created and implemented interactive map capabilities for entire City of
Alexandria with monthly updates

Established map-it links for each member on web site

Collaborated with Arts Festival Executive Committee in gaining $40,000
earned media for Fall for the Arts

USO weekend earned media $130,000

Refocused summer program when “National baseball” element proved
ineffective

Updated and reprinted African American Guide

Hosted 27 FAMS with 39 travel writers

10 business articles placed in local regional media

Hosted 11 meeting or group planner events resulting in 14 new Preferred
Planners and 10% increase in revenue

Attended 9 trade shows resulting in 37 RFP’s with estimated revenue of
$1,130,700

Direct mail/email to tradeshow participants resulted in 19 RFP’s to date
Organized or partnered 2 sales missions — reaching 106 meeting planners
resulting in 4 RFP’s , 10 future visits and two scheduled site-visits

Through Magnet Mail, reach 6,391 planners with 39.6% opening email
resulting in 9 RFP’s and 5 meeting leads and 2 general interest leads

Held one Funsiders program with 15 in attendance

Hosted 8 FunSide Forum with approx 320 in attendance

Sent out RFP’s for full-service marketing companies and interviewed three
Sent out REFP’s for City-Wide Holiday Program; received 9

Sent out RFP’s for Official Visitors Guide; received 2

Sent out RFP’s for research in neighborhoods/conversion study; received 3
Call for artists on Alex Tee Shirts; received 2

Marketing Advisory Committee — designed Architectural Tour for publication
in late Fall.

Through optimization program, FunSide.com moved into the top 30 for 453
search terms during month of June

Through pay-per-click, FunSide.com received an average placement of 1.3 on
the Google home page (higher than average of 2.5)

PPC total impressions: 322,739 with 6,862 total clicks - ACVA average was
2.1% with industry average being 2-2.3 %

Administrative Actions

25.
26.
27.

Implemented IACVB’s Industry Performance Reporting Guidelines
Updated and published ACVA Emergency Preparedness Manual
Researched cost effectiveness and efficiency for improved color printer
capabilities to be installed in 06




28.
29.

31

Transferred web site hosting to more efficient company

Installed network capabilities with new computer in Ramsay House for
visitors

Established network and email capabilities for Ramsay House visitor manager
to connect directly to ACVA server

Created more sophisticated databases through new software program and
retrained staff
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FY 2005 End of Year Financial Report
July 2004 through June 2005

Jul '04 - Jun 05
Ordinary Income/Expense
Income
INCOME
4001 - City Allocation 1,635,214.00
4010 - Membership Dues
4011 - AHA Dues 19,500.00
4013 - Charter 10,000.00
4014 - General 55,277.50
Total 4010 - Membership Dues 84,777.50
4020 - Official Visitors Guide 18,923.83
4050 - Visitors Center
4052 - Donations 1,254.73
4053 - Gift Shop
4053A - Gift Shop - General Merchandise 8,881.41
4054 - Gift Shop - Mkting Merchandise
4054A - Gift Shop - Occupied City 940.05
4054B - Gift Shop - Notecards 507.15
4054C - Gift Shop - '03 Ornaments 210.00
4054D - Gift Shop - Tee Shirts 2,252.00
4054F - Gift Shop - Golf Ball Sleeves 205.20
4054G - Gift Shop - Snow Globe 2,002.64
4054H - Gift Shop - '04 Ornament 2,543.17
4054l - Gift Shop - Small Scottie 3,240.86
4054J - Gift Shop - Large Scottie 2,941.62
Total 4054 - Gift Shop - Mkting Merchandise 14,842.69
Total 4053 - Gift Shop 23,724.10
4055 - Ticket Sales
4055A - Tricorn Tickets - Adult 1,260.00
4055B - Tricorn Tickets - Child 35.00
4055C - Market Square Tickets - Adult 1,266.00
4055D - Market Square Tickets - Child 87.00
4055E - Scavenger Hunt Tickets 492.00
4055G - USO Swing Dance Tickets 2,020.00
4055H - Scottish Game Tickets 475.00
4055I - Garden Club 2,700.00
4055K - Garden Club Child 36.00
4055L - Garden Club Adult Single 5.00
4055Z - Ticket Reimbursements -8,556.80
Total 4055 - Ticket Sales -180.80
4058 - Pass Sales
4058A - Liberty Pass - Adult 4,572.00
4058B - Liberty Pass - Child 549.00
4058C - Potomac Pass -Adult 3,145.00
4058D - Potomac Pass - Child 662.00
4058E - VIP Pass - Adult 152.00
4058Z - Pass Reimbursements -7,718.00
Total 4058 - Pass Sales 1,362.00
4050 - Visitors Center - Other 46.25
Total 4050 - Visitors Center 26,206.28
Total INCOME 1,765,121.61
Total Income 1,765,121.61

Page-t+of5
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FY 2005 End of Year Financial Report
July 2004 through June 2005

Jul'04 - Jun 05
Expense
COMMUNICATIONS & MARKETING
7000 - Advertising
7010 - Groups
7012 - Tours 5,422.75
7014 - Meetings
7015 - Meetings 55,948.13
7016 - Meetings - Reimbursed Expense -504.00
Total 7014 - Meetings 55,44413
Total 7010 - Groups 60,866.88
7020 - General/Individual Traveler
7022 - Leisure
7023 - Leisure 358,433.54
7024 - Leisure - Reimbursed Expense -82,790.11
Total 7022 - Leisure 275,643.43
Total 7020 - General/Individual Traveler 275,643.43
7030 - Design
7033 - Marketing - Design
7034 - Marketing - Design 47,190.06
7035 - Marketing - Design Reimb Exp -12,936.00
Total 7033 - Marketing - Design 34,254.06
7036 - Media/Members - Design 4,776.75
7038 - Sales - Design 5,752.25
Total 7030 - Design 44,783.06
Total 7000 - Advertising 381,293.37
7100 - Collateral Materials
7120 - Photographer
7121 - Marketing-Photography 16,756.31
7122 - Mkting Photography - Reimb -2,000.00
Total 7120 - Photographer 14,756.31
7130 - Postage & Delivery
7131 - Marketing - Postage
7132 - Marketing - Postage 91,930.55
7133 - Marketing - Postage Reimb Exp -10,283.76
Total 7131 - Marketing - Postage 81,646.79
7134 - Media/Members - Postage 2,387.72
7136 - Sales - Postage 2,743.68
7137 - Sales Postage Reimb -20.60
Total 7130 - Postage & Delivery 86,757.59
7160 - Printing
7161 - Marketing - Printing
7162 - Marketing - Printing 72,430.25
7163 - Marketing - Printing Reimb Expe -18,082.71
Total 7161 - Marketing - Printing 54,347.54
7164 - Media/Members - Printing 6,058.76
7166 - Sales - Printing
7167 - Sales - Printing 4,453.73
Total 7166 - Sales - Printing 4,453.73
Total 7160 - Printing 64,860.03
Total 7100 - Collateral Materials 166,373.93

7280 - Business Development/Dues, Subs

Page2cES
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FY 2005 End of Year Financial Report
July 2004 through June 2005

Jul '04 - Jun 05
7281 - Marketing/Members Bus Dev 7,153.68
7282 - Media/Members Bus Dev 8,327.00
7284 - Sales - Business Development 12,901.95
7280 - Business Development/Dues, Subs - Other 12.78
Total 7280 - Business Development/Dues, Subs 28,395.41
7299 - Partnership Projects Expense
7300 - Partnership Projects 38,173.25
7301 - Partnership Projects Reimb -1,408.81
Total 7299 - Partnership Projects Expense 36,764.44
7400 - FAM Tours/Events
7410 - Media/Member - Events 6,279.97
7420 - Sales - Events
7421 - Sales - Events 30,314.35
7422 - Sales - Events Reimbursed Exp -23,635.11
Total 7420 - Sales - Events 6,679.24
Total 7400 - FAM Tours/Events 12,959.21
7499 - Film Office Expense
7500 - Film Office 158.96
7501 - Film Office Reimbursement -60.00
Total 7499 - Film Office Expense 98.96
7600 - Professional Development
7610 - Marketing - Prof Dev 4.621.80
7620 - Media/Members - Prof Dev 2,493.77
7630 - Sales - Prof Dev 1,342.72
Total 7600 - Professional Development 8,458.29
7650 - Promotional Items
7651 - Promotional Items 1,974.16
7650 - Promotional Items - Other 395.68
Total 7650 - Promotional ltems 2,369.84
7700 - Research 1,939.80
7800 - Trade Shows
7810 - Media - Trade Shows
7811 - Media - Trade Shows 7,269.79
7812 - Media - Trade Shows Reimb Expen -1,5692.00
Total 7810 - Media - Trade Shows 5677.79
7820 - Sales - Trade Shows
7821 - Sales - Trade Shows 31,960.18
7822 - Sales-Trade Show-Reimbursed Exp -11,872.07
Total 7820 - Sales - Trade Shows 20,088.11
Total 7800 - Trade Shows 25,765.90
7900 - Web Site 29,448.90
Total COMMUNICATIONS & MARKETING 693,868.05
OFFICE MANAGEMENT
6010 - Bank Fees 310.00
6020 - Bookkeeping 8,692.50
6030 - Building Maintenance
6032 - Building Repairs 3,072.50
6034 - Cleaning 11,517.94
Total 6030 - Building Maintenance 14,590.44
6040 - Computer Software & Expenses 15,213.11
6050 - Copier Lease/Photocopying 6,794.39
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FY 2005 End of Year Financial Report
July 2004 through June 2005

Jul '04 - Jun 05
6060 - Equipment Maintenance
6062 - Maintenance Contracts 899.88
6064 - Repairs & Cleaning 1,144.50
Total 6060 - Equipment Maintenance 2,044.38
6070 - Insurance
6074 - Corporate 2,753.00
6076 - Workers Compensation 2,163.00
Total 6070 - Insurance 4,916.00
6080 - Lease 74,518.50
6090 - Office/Oper Supplies
6091 - Ofc Sup-Administrative 15,177.84
6092 - Ofc Sup-Marketing 1,486.94
6093 - Ofc Sup-Media 1,086.66
6094 - Ofc Sup-Sales 1,697.53
Total 6090 - Office/Oper Supplies 19,448.97
6100 - Prof. Development-Admin 7,201.54
6110 - Transportation 8,861.95
6120 - Taxes 1,964.82
6130 - Telecommunications
6132 - 800 Number 2,296.53
6134 - Computer On-Line 4,413.31
6136 - Telephone 8,164.03
Total 6130 - Telecommunications 14,873.87
Total OFFICE MANAGEMENT 179,430.47
PAYROLL EXPENSES
5000 - Salaries
5001 - Office Administration 123,099.73
5002 - Communications/Marketing 372,254.70
5003 - Visitor & Member Services 141,146.45
Total 5000 - Salaries 636,500.88
5005 - Payroll Taxes
5007 - Fed. Unemployment 1,330.39
5008 - Medicare Company 9,227.63
5009 - Soc. Sec. Company 37,581.74
5011 - Virginia Unemployment 890.89
Total 5005 - Payroll Taxes 49,030.65
5010 - Fringe Benefits
5012 - Retirement Benefit 41,205.54
5013 - Hospitalization 21,051.89
5014 - Group Life Insurance 1,984.50
5015 - Long-Term Disability 7,839.51
Total 5010 - Fringe Benefits 72,081.44
5018 - Payroll Processing 3,117.63
Total PAYROLL EXPENSES 760,730.60
PROFESSIONAL FEES
9010 - Accountant 5,200.00
9030 - Computer Specialist/Facilitator 9,160.00
Total PROFESSIONAL FEES 14,360.00
VISITOR/MEMBER SERVICES
8010 - Annual Membership Meeting
8011 - Annual Membership Meeting 5,031.34

—Page 4 65




FY 2005 End of Year Financial Report
July 2004 through June 2005

Jul '04 - Jun 05
8012 - Annual Member Meeting Reimb Exp -1,162.82
Total 8010 - Annual Membership Meeting 3,868.52
8020 - Board of Governors 1,858.25
8030 - Brochure Displays 1,361.31
8040 - Fun Siders Program
8041 - Fun Siders Program 65.00
8042 - Fun Siders Prog Reimbursed Exp -45.00
8040 - Fun Siders Program - Other 0.00
Total 8040 - Fun Siders Program 20.00
8050 - Gift Shop Investment 32,327.53
8060 - Promotion for Visitors/Members 230.52
8080 - Volunteer Awards 1,301.55
8090 - Miscellaneous 180.21
Total VISITOR/MEMBER SERVICES 41,147.89
Total Expense 1,689,537.01
Net Ordinary Income 75,584.60
Other Income/Expense
Other Income
9400 - Sales Tax Discount Rec'd 11.49
9500 - Interest Income 8,667.23
Total Other Income 8,678.72
Other Expense
9526 - Interest Expense 0.66
9600 - Penalties - 82.67
Total Other Expense 83.33
Net Other Income 8,5695.39
Net Income — 84,179.99
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

REPORT ON AUDIT OF FINANCIAL STATEMENTS

for the year ended June 30, 2004
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301 NORTH FAIRFAX STREET. SUITE 200, ALEXANDRIA, VIRGINIA 22314 TEL 703.535.1200  FAX 703.535.1205
A PROFESSIONAL CORPORATION

Public
Accountants

INDEPENDENT AUDITORS' REPORT

To the Board of Governors
Alexandria Convention & Visitors Association, Inc.
Alexandria, Virginia

We have audited the accompanying statement of assets, liabilities and net assets - modified cash basis
of Alexandria Convention & Visitors Association, Inc. (the Association) as of June 30, 2004, and the
related statements of revenues, expenses and changes in net assets - modified cash basis and cash flows -
modified cash basis for the year then ended. These financial statements are the responsibility of the
Association's management. Our responsibility is to express an opinion on these financial statements

based on our audit.

We conducted our audit in accordance with U.S. generally accepted auditing standards. Those
standards require that we plan and perform the audit to obtain reasonable assurance about whether the
financial statements are free of material misstatement. An audit includes examining, on a test basis,
evidence supporting the amounts and disclosures in the financial statements. An audit also includes
assessing the accounting principles used and significant estimates made by management, as well as
evaluating the overall financial statement presentation. We believe that our audit provides a reasonable
basis for our opinion.

As described in Note 1, these financial statements were prepared on the modified cash basis of
accounting, which is a comprehensive basis of accounting other than generally accepted accounting
principles.

In our opinion, the financial statements referred to above present fairly, in all material respects, the

financial position of the Association as of June 30, 2004, and the changes in its net assets and its cash
flows for the year then ended, on the modified cash basis of accounting described in Note 1.

gm Muj va?/ C/@AJ F.C.

October 7, 2004
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ALEXANDRIA CONVENTION & VISITORS ASSOCTATION, INC.

STATEMENT OF ASSETS, LIABILITIES AND NET ASSETS - MODIFIED CASH BASIS
June 30, 2004

ASSETS
CURRENT ASSETS
Cash and cash equivalents § 249,233
Certificates of deposit 11,479
TOTAL CURRENT ASSETS § 260,714
PROPERTY
Property and equipment $ 44,177
Less accumulated depreciation (15,655)
TOTAL PROPERTY, net ' 8 28,522
TOTAL ASSETS A 289,236
LIABILITIES AND NET ASSETS
CURRENT LIABILITIES
Due to GWTA $ 10,825
Due to NVVC 105,087
Capital lease obligations 5,095
TOTAL CURRENT LIABILITIES $ 121,007

-

LONG-TERM LIABILITIES

Capital lease obligations 5 1,691
TOTAL LIABILITIES $ 122,698
NET ASSETS $ 166,538
TOTAL LIABILITIES AND NET ASSETS 5 289,236

—_—

The accompanying Independent Auditors' Report and Notes are an integral part of the financial statements.
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

STATEMENT OF REVENUES, EXPENSES AND CHANGES IN NET ASSETS -
MODIFIED CASH BASIS
for the year ended June 30, 2004

REVENUES AND OTHER SUPPORT

Dues ) 80,776
Grants 1,392,614
City emergency fund 50,000
Other income 72,388
Visitors' Center 34,669
Interest 5,539
TOTAL REVENUES AND OTHER SUPPORT $ 1,635,986
EXPENSES
Program $ 1,318,965
General and administrative 268,330
TOTAL EXPENSES $ 1,587,295
CTHANGE IN NET ASSETS 3 48,691
NET ASSETS, beginning of year 117,847
NET ASSETS, end of year $ 166,538

The accompanying Independent Auditors' Report and Notes are an integral part of the financial statements.
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC. '

STATEMENT OF CASH FLOWS - MODIFIED CASH BASIS
for the vear ended June 30, 2004

CASH FLOWS FROM OPERATING ACTIVITIES
Cash received from operations

—_—

Collection of support and revenue $ 1,631,448
Interest and dividends 5,539
$ 1,636,987

Cash disbursed by operations
Payments to employees and suppliers § 1,470,788

NET CASH PROVIDED BY OPERATING ACTIVITIES $ 166,199

_

CASH FLOWS FROM INVESTING ACTIVITIES

Purchase of property and equipment b (7,521)
Purchase of investments (170)
NET CASH USED BY INVESTING ACTIVITIES $ (7,691)

CASH FLOWS FROM FINANCING ACTIVITIES

-

Payments of capital lease $ (4,382)
NET CASH USED BY FINANCING ACTIVITIES $ (4,382)
NET INCREASE IN CASH $ 154,126
CASH AND CASH EQUIVALENTS, beginning of year 95,109
CASH AND CASH EQUIVALENTS, end of year 3 249,235

—

e

The accompanying Independent Auditors' Report and Notes are an integral part of the financial statements.
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

STATEMENT OF CASH FLOWS - MODIFIED CASH BASIS
for the year ended June 30, 2004

RECONCILIATION OF CHANGE IN NET ASSETS TO
CASH PROVIDED BY OPERATING ACTIVITIES

CHANGE IN NET ASSETS

ADJUSTMENTS TO RECONCILE CHANGE IN NET ASSETS
TO NET CASH PROVIDED BY OPERATING ACTIVITIES
Depreciation

NET ADJUSTMENTS

CHANGES IN NET ASSETS AND LIABILITIES AFFECTING
OPERATIONS PROVIDING (USING) CASH
ASSETS
Other

LIABILITIES
GWTA payable
NVVC payable

NET CHANGES IN ASSETS AND LIABILITIES

NET CASH PROVIDED BY OPERATING ACTIVITIES

The accompanying Independent Auditors' Report and Notes are an integral part of the financial statements.

48,691

8,207

8,207

1,000

5,428
102,873

108,301

109,301

166,199
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

NOTES TO FINANCIAL STATEMENTS
June 30, 2004

1. SIGNIFICANT ACCOUNTING POLICIES, ORGANIZATION AND PURPOSE

Organization and Purpose

Alexandria Convention & Visitors Association, Inc. (the Association) is a non-profit organization,
incorporated in 1996 to promote the facilities, restaurants, attractions, retail businesses and events of the
City of Alexandria, Virginia in order to maximize business opportunities and to share with visitors the
unique heritage of the city. Any business, organization or individual actively engaged in or with an
interest in the hospitality and tourism mdustry may become a paying member of the Association. The
Association began as a result of the privatization of a city agency, the Alexandria Convention and
Visitors Bureau.

A summary of the Association's significant accounting policies follows:

Significant Accounting Policies

Basis of Accounting

The Association's policy is to prepare its financial statements on a modified cash basis that includes
recording of depreciation and amortization on long-lived assets, liabilities for the acquisition of long-
lived assets and the recognition of in-kind support. Under this basis, revenue is recognized when
collected rather than when earned, and expenditures are generally recognized when paid rather than
when the related liability is incurred. Consequently, accounts payable and accrued expenses, other
than those mentioned above, are not included in the financial statements. '

Cash and Cash Equivalents

Itis the Association's policy to treat all short-term, highly liquid investments with original
maturities of ninety days or less as cash equivalents. As of June 30, 2004, cash and cash equivalents
consist primarily of interest bearing checking accounts and money market fund accounts.

Certificates of Deposit

Certificates of deposit are carried at market value.

See Independent Auditors' Report.
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

NOTES TO FINANCIAL STATEMENTS
June 30,2004

|. SIGNIFICANT ACCOUNTING POLICIES, ORGANIZATION AND PURPOSE (Continued)

Classes of Assets

To ensure observance of limitations and restrictions placed on the use of resources available to the
Association, the Association has classified its resources for accounting purposes into classes
established according to their nature and purpose.

Unrestricted net assets include assets which are available for general operations as well as any
funds set aside by the Board of Directors. As of June 30, 2004 all of the Association's net assets

are unrestricted.

Property and Depreciation

The Association's policy is to capitalize all property and equipment with a cost of $500 or more.
Equipment is recorded at cost. Donated assets are recorded at fair value on the date of the gift.
Depreciation is computed by straight-line method over the estimated useful life of five years.

Revenue Recognition

Membership dues and grants are recognized when received, rather than earmmed, under the modified
cash basis of accounting. Contributions with donor-imposed restrictions shall be reported as restricted
support; however, donor-restricted contributions whose restrictions are met in the same reporting
period are reported as unrestricted support. When the donor restriction expires, that 1s, when a
stipulated time restriction ends or purpose is accomplished, temporarily restricted net assets are
reclassified to unrestricted net assets and reported in the statement of activities as net assets released

from restrictions.
Income Taxes
The Association is exempt from federal income tax under Section 501 (c) (6) of the Internal

Revenue Code. The Association conducts no taxable activities therefore, no provision has been made
in the accompanying financial statements.

See Independent Auditors' Report.
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ALEXANDRIA CONVENTION & VISITORS ASS OCIATION, INC.

NOTES TO FINANCIAL STATEMENTS
June 30, 2004

1. SIGNIFICANT ACCOUNTING POLICIES, ORGANIZATION AND PURPOSE (Continued)

Estimates

The preparation of the financial statements in conformity with the modified cash basis of accounting
requires management to make estimates and assumptions that affect the reported amounts of assets and
liabilities and disclosure of contingent assets and liabilities at the date of the financial statements and the
reported amounts of revenue and expenses during the reporting period. Actual results could differ from

those estimates.

Expense Allocation

The Association has allocated salaries and indirect costs to program and general and administrative

activities based on level of effort.

2. CASH AND CASH BEQUIVALENTS

Cash as of June 30, 2004 consisted of the following:

Checking $ 46,406
Money Market 86,917
Cash held for GWTA 10,825
Cash held for NVVC 105,087
Total $ 249,235

As of June 30, 2004, $124,419 was in excess of the limit of FDIC coverage.

3. CERTIFICATES OF DEPOSIT

A summary of certificates of deposit at June 30, 2004 is as follows:
Market

Time certificates of deposit with VA Commerce Bank

face at $5,000 each at 1.49% maturing on January 23,2005 $ 11,479

Total interest income from the above certificates of deposit and the money market account was $4,342 for

the year ended June 30, 2004.

See Independent Auditors' Report.
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See Independent Auditors' Report.

ALEXANDRIA CONVENTION & VISITORS ASSOCIATION. INC.

NOTES TO FINANCIAL STATEMENTS
June 30, 2004

RETIREMENT PLAN

The Association has a 401 (k) profit sharing plan for all eligible employees. The Plan allows a matching
contribution by the Association of up to 12% of salary. Pension expense was $49,431 for the year ended

June 30, 2004.

LEASE COMMITMENT

The Association is obligated under an operating lease agreement for a copier. The lease expires March 23,
2008.

The total minimum rental commitments due in future years are as follows:

2005 h 4,627
2006 4,627
2007 4,627
2008 3,470

OBLIGATIONS UNDER CAPITAL LEASES

The Association leases computers under capital leases which expire in 2007. The assets and liabilities
under the capital leases were recorded at the lower of the present value of the minimum lease payments or the
fair value of the asset. The assets were depreciated over their related lease terms. Interest expense
associated with the year ended June 30, 2003 was $1,440.

Payments under the capital leases are due as follows:

Total Interest
Payments Portion Net
2005 5,770 A 675 $ 5,095
2006 1,767 76 1,691
hy 7,537 h) 751 $ 6,786
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See Independent Auditors' Report. -
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

NOTES TO FINANCIAL STATEMENTS
June 30, 2004

LEASE COMMITMENT

The Association entered into an agreement in June 2004 with the City of Alexandria for rental of their
office space. The Association is obligated to pay the City of Alexandria $73,000 per year n quarterly
payments of $18,250. The Association has already paid the City the first quarterly payment for the quarter
ended September 30, 2004. The agreement is renewed annually with the City.

COMMITMENT WITH DETERANET, LLC

The Association entered into an agreement with Deteranet, LLC on July 22, 2003 for network support.
The agreement term is July 2003 to July 2004. As of June 30, 2004 the Organization had mcurred

associated costs of $14,903 for this agreement.

CONTRACT WITH VISTAGRAPHICS, INC.

On March 1, 2002 the Association entered into an agreement with VistaGraphics, Inc. for the production,
distribution, and disbursement of ad receipts from the Alexandria official visitors guide. The agreement
covers the 2003, 2004, and 2005 issues of the guide. The Publisher shall pay the Association a ten percent
commission on ad sales receipts from the guide subject to a $10,000 minimum and a $20,000 maximum per
year. For the fiscal year ended June 30, 2004 the Association received approximately $24,834 for the above

referenced guide.

RELATED PARTY TRANSACTIONS

The Association is a member of the Northern Virginia Visitors Consortium (NVVC), and the Executive
Director of the Association also serves as the President and Treasurer of the Consortium. During the year
June 30, 2004 the Association incurred costs of $10,000 to the Consortium as dues.

ADVERTISEMENTS

The Association placed advertisements in various journals, newspapers and brochures to promote the
many events that take place in the City of Alexandria. The expenses incurred in promoting these events

totaled $597,942 for fiscal year ended June 30, 2004.
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ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

NOTES TO FINANCIAL STATEMENTS
June 30, 2004

12. PROPERTY DEPRECIATION

A summary of property depreciation at June 30, 2004 is as follows:

Estimated
useful
Depreciation Accumulated life
expense depreciation (Years)
Office furniture
and equipment by 8,207 b 15,655 5-10

13. SIGNIFICANT SOURCE OF SUPPORT

For the year ended June 30, 2003, the Association received $1,467,691 from the City of Alexandria,
representing 89% of its total support.

14. SUBSEQUENT EVENT

Subsequent to year end, the Association entered into an agreement for a new computer. The new
agreement term is for 36 months.

Payments under the capital leases are due as follows:

Total Interest
Payments Portion Net
2005 N 1,249 h) 387 ) 862
- 2006 1,249 251 998
2007 1,249 94 1,155
3 3,747 Ay 732 by 3,015

See Independent Auditors' Report.
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INDEPENDENT AUDITORS' REPORT ON ADDITIONAL INFORMATION

The Board of Governors
Alexandria Convention & Visitors Association, Inc.

Alexandria, Virginia

Our report on our audit of the basic financial statements of Alexandria Convention & Visitors Association (a
not-for-profit organization) as of June 30, 2004, is presented in the preceding section of this report. Our audit
was made for the purpose of forming an opinion on the basic financial statements taken as a whole. The
accompanying additional information is presented for purposes of additional analysis and is not a required part
of the basic financial statements. Such information has not been subjected to the auditing procedures applied in
the audit of the basic financial statements and, accordingly, we express no opinion on it.

Km a/m/ WWW?, cPr , PC

October 7, 2004




ALEXANDRIA CONVENTION & VISITORS ASSOCIATION, INC.

STATEMENT OF FUNCTIONAL EXPENSES - MODIFIED CASH BASIS
for the vear ended June 30, 2004

General and

Program Administrative Total
EXPENSES
Advertising and marketing $ 597,942 $ - $ 597,942
Payroll taxes 32,938 14,116 47,054
Salaries and benefits 484,062 207,455 691,517
Telecommunications 16,986 - 16,980
Visitors' Center 23,124 5,781 28,905
Accounting fees 2,904 726 3,630
Bank fees 234 58 292
Consulting 8,000 2,000 10,000
Depreciation 6,566 1,641 8,207
Insurance ' 3,695 924 4,619
Miscellaneous 2,229 557 2,786
Professional fees 10,905 2,726 13,631
Professional development 6,614 1,653 8,267
Repairs and maintenance 13,642 3411 17,053
Computer software 6,338 1,710 8,548
Reproduction 5,417 1,354 6,771
Lease 70,656 17,664 88,320
Transportation 7,295 1,824 9,119
Taxes 164 41 205
Utilities 2,755 689 3,444
Supplies 14,847 3,712 18,559
Interest expense 1,152 288 1,440
TOTAL EXPENSES $ 1,318,965 A 268,330 $ 1,587,295

See Independent Auditors' Report on Additional Information.
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Monthly Reporting to ACVA Board of Governors

Board Package

Each month, the president presents a complete package of documents to the
ACVA Board of Governors, which is prepared following the monthly meeting of
the Executive Committee. The package includes: agenda for upcoming Board
meeting; minutes of the previous Board meeting; President’s Report; financial
report; monthly statistics; travel trends; and media clips.

Statistics

Monthly statistics present a current assessment of Alexandria’s tourism industry
relative to its performance in previous years, and in some measurements, relative
to the region. Review of the statistics monthly provides timely feedback that can
be used both to evaluate and adjust marketing programs.

Travel Trends
Compilation of travel industry trends of relevance to Alexandria’s tourism

industry.

Media Clips
Monthly compilation of travel and business coverage of Alexandria and coverage
of ACVA marketing and outreach programs are tracked and reviewed.







II.

IIIL.

Iv.

VL

VIL

VIII.

ALEXANDRIA CONVENTION & VISITORS ASSOCIATION
BOARD OF GOVERNORS MEETING
Monday, October 17, 2005
ASIS — 1625 Prince Street
Fifth Floor Conference Room
5:00 pm

AGENDA

Call to Order

Consent Agenda

A. Minutes of last meeting

B. Monthly Financial Report

C. President/CEQO’s Monthly Report

D. Statistics/Media Clips/Travel Trends

Governors’ Monthly Communications Reports
Chair’s Update on ACVA Activities

Staff Educational Presentation

Old/New Business

Ex-Officio Reports

Historic Alexandria
Commission for the Arts
AEDP

Chamber

Eisenhower

PWBA

KSMET

WEBA

ZomEEOW>

Adjournment







Alexandria Convention & Visitors Association

Balance Sheet
As of September 30, 2005

ASSETS
Current Assets
Checking/Savings
1010 - Burke & Herbert Bank
1020 - Virginia Commerce-Operating

1030 - Money Market-Virginia Commerce

Total Checking/Savings

Other Current Assets
1410 - Certificate of Deposit #100201
1420 - Certificate of Deposit #100202
Total Other Current Assets

Total Current Assets

Fixed Assets
1500 - Equipment
1550 - Accum. Depr.-Equipment
1600 - Furniture, Fixtures
1650 - Accum Depr-Furniture
Total Fixed Assets

TOTAL ASSETS

LIABILITIES & EQUITY
Liabilities
Current Liabilities

Other Current Liabilities
2004 - Notes Payable Dell, ST
2150 - Retirement Contribution
2200 - Sales Tax Payable

Total Other Current Liabilities

Total Current Liabilities

Long Term Liabilities
2008 - Notes Payable Dell, LT
Total Long Term Liabilities

Total Liabilities

Equity
3900 - Retained Earnings
Net Income

Total Equity

TOTAL LIABILITIES & EQUITY

Sep 30, 05

2,541.93
85,412.75
631,675.80

719,630.48

5,875.48
5,875.48

11,750.96

731,381.44

26,539.19
-5,208.00
26,202.41
-2,240.00

45,293.60

776,675.04

4,341.04
1,755.00
193.65

6,289.69

6,289.69

6,826.98

6,826.98

13,116.67

251,879.06
511,679.31

763,558.37

776,675.04




September 2005 Monthly Financial Report

INCOME

4001 - City Allocation

Total 4010 - Membership Dues

4020 - Official Visitors Guide

4050 - Visitors Center

Total 4050 - Visitors Center
transfer from retained earnings

Total INCOME

Expense

COMMUNICATIONS & MARKETING
7010 - Groups

7020 - General/lndividual Traveler

7030 - Design

7000 - Advertising

7100 - Collateral Materials

7280 - Business Development/Dues, Subs
7299 - Partnership Projects Expense
7400 - FAM Tours/Events

7499 - Film Office Expense

7600 - Professionai Development

7650 - Promotional Items

7700 - Research

7820 - Sales - Trade Shows

7800 - Trade Shows

7900 - Web Site
Total COMMUNICATIONS & MARKETING

OFFICE MANAGEMENT

6010 - Bank Fees

6020 - Bookkeeping

6030 - Building Maintenance

6040 - Computer Software & Expenses
6050 - Copier Lease/Photocopying
6060 - Equipment Maintenance
6070 - Insurance

6080 - Lease

6090 - Office/Oper Supplies

6100 - Prof. Development-Admin
6110 - Transportation

6120 - Taxes

6130 - Telecommunications

6150 - Utilities

OFFICE MANAGEMENT
PAYROLL EXPENSES
PROFESSIONAL FEES
VISITOR/MEMBER SERVICES
Expense

25%
Year-to-Date Budget % of || Year-to-Date] $ Change )
FY 2006 [ FY 2006 Il BDGTJ FY 2005 :
867,607.00 1,735,214.00 50%  817,607.00  50,000.00
57,378.75 80,000.00 72% 41,307.50  16,071.25

0.00 20,000.00 0%
486.89 87.16
3,949.94 30,000.00 13% 4,288.73 -339.79
100,000.00

928,935.69 1,965,214.00 47% 86320423  65,731.46
287.50 48,000.00 1% -504.00 504.00
6,042.35  390,000.00 2% 52,287.49 -46,245.14

12,312.50 55,000.00 22% 12,754.95 -442.45

18,642.35  493,000.00 4% 64,793.19  -46,150.84

50,471.85  132,000.00 38% 44 528.89 5,942.96
7,464.43 20,000.00 37% 3,121.35 4,343.08

-9,409.35 40,000.00 -24% 350.96  -9,760.31
3,249.75 16,000.00 20% 1,280.53 1,969.22

0.00 1,000.00 0% 75.00 -75.00
3,747.75 12,000.00 31% 2,863.79 883.96
0.00 4,000.00 0%

19,450.00 50,000.00 39% 0.00 19,450.0"
6,163.20 20,000.00 31% 4,548.91 1,614.2:
8,698.93 25,000.00 35% 4,548.91 4,150.02
9,970.24 30,000.00 33% 8,085.37 1,884.87

112,285.95  823,000.00 14%  129,647.99 -17,362.04
25.00 50.00 -25.00
2,152.50 8,000.00 27% 2,295.00 -142.50
998.48 14,000.00 7% 1,687.71 -689.23
4,825.41 15,000.00 32% 2,368.96 2,456.45
1,824.04 7,000.00 26% 1,654.28 169.76
675.90 1,500.00 45% 560.00 115.90
3,213.00 5,500.00 58% 2,612.00 601.00

20,385.00 81,600.00 25% 18,044.50 2,340.50
2,494.47 22,000.00 11% 2,334.06 160.41
3,940.56 6,500.00 61% 1,633.09 2,307.47
3,604.50 8,500.00 42% 1,635.00 2,069.50
1,080.01 1,056.50 23.51
3,724.90 15,000.00 25% 3,181.74 543.16

0.00 4,000.00 0%
48,943.77  188,600.00 26% 39,012.84 9,930.93
248,925.74  894,000.00 28%  219,675.63  29,250.11
3,595.00 18,000.00 20% 520.00 3,075.00
5,787.91 22,000.00 26% 16,335.17  -10,547.26
419,538.37 1,945,600.00 22%  405,191.63  14,346.74
Beyodagi




ALEXANDRIA CONVENTION & VISITORS ASSOCIATION
Board of Governors Monthly Meeting
ASIS — 1625 Prince Street
Monday, August 15, 2005

Present: Robert Canady, Ann Dorman, Charlotte Hall, Mark Jinks, Robert
Lorenson, Gale Reuter, Mary Anne Russell, Phil Smith, Pat Troy,
Trudi Van Dyke,

Guest: Fay Slotnick

Ex Officio: George Chadwick, Jean Federico, Paula Riley

Staff: Nancy Baker, Katherine Caldwell, Lorraine Lloyd, Pat McCombie,

Jo Anne Mitchell, Laura Overstreet, Laura Rod, Kate Walker,
Steve Zimmermann

Absent: Wendy Albert, Joe Egerton, Sharon Hodges, Ken Moore, Nora
Partlow, Jim Singerling, Chris St. Pierre, Joyce Woodson

Chair Mary Anne Russell called the meeting to order at 5:07 p.m.

Consent Agenda
The minutes of the July 18 Board of Governors Annual Planning Session were approved

after correcting statement attributed to PWBA. The July financial report was accepted.

Monthly President’s Report Highlights: The Northern Virginia Visitors Consortium
has produced a 9-minute video promoting the region that will air continuously at Dulles
International Airport. Fall for the Arts events are underway — the Palette Program retail
promotion has been added to the Alexandria Festival of the Arts. The 2005 City-wide
Holiday Program Committee has been well received by the planning committee;

" Charlotte Hall is chairing this committee. New features have been added to
ACVAmembers.com and to FunSide’s interactive map. Virginia Tourism Corporation
Chair Cal Simmons will keynote the Annual Membership meeting on Thursday,
September 29, at the Hilton Old Town Alexandria. Two research studies are underway:
Visitors to Alexandria’s neighborhoods and a tourism conversion study. Membership

renewal forms have been mailed.

Statistics/Travel Trends: Meals tax — up 4% (92 non-filers); retail sales — up 5%;
lodging tax —up 13%; $1 room night — up 7% for the year. Alexandria is ahead of the
region in hotel occupancy; ADR remains constant; RevPar is on par with the region.
Travel is up at both Reagan and Dulles; Metro ridership was highest ever in June.
Alexandria’s new wireless area has received national/international press exposure.

Chair’s Report
The Chair presented the Executive Committee’s recommendation to increase the number

of members serving on the Executive Committee from five to six.




After discussion, the following motion was unanimously adopted.
Motion:

Be it resolved, the Board recommends for membership approval a By-laws
change which will add an additional At-large seat to the Executive Committee.

The Board will present the By-laws amendment to the membership at the Annual
Membership Meeting on September 29.

The Chair presented the Executive Committee’s recommended slate of officers for FY
2006.

After discussion, the following motion was unanimously adopted.
Motion:

Be it resolved, the ACVA Board of Governors accepts the Executive Committee
recommended slate of officers for FY 2006. Chair, Mary Anne Russell; Treasurer, Wendy
Albert: Members-At-Large, Ann Dorman and Joe Egerton, Secretary, Jo Anne Mitchell.
The nomination for Vice Chair will be presented for approval at the Annual Membership
Meeting.

Chair Mary Anne Russell presented her objective for Fiscal Year 2006 which is to
increase the understanding of Alexandria’s stakeholders to the benefits of a strong
tourism industry and how ACVA’s mission and activities contribute to the overall health
of the Alexandria economy.

During discussion, the Board agreed to establish relationships with stakeholders,
promoting ACVA’s mission and activities through involvement in business and civic
organizations, and using ACVA materials to demonstrate the benefits and economic
impact of tourism.

Board members will report at each monthly meeting contacts and discussions concerning
ACVA activities. Each member received a memo outlining their responsibilities.

Chair Mary Anne Russell presented the Executive Committee’s recommendation to form
a Financial Audit Committee which will provide additional oversight for the financial
transactions of the organization.

Afier discussion, the Board unanimously adopted the following motion.
Motion:

Be it resolved, the ACVA Board of Governors establishes a financial audit
committee that will review ACVA’s financial reports and policies on a quarterly basis
and work directly with the independent auditors. ACVA Treasurer will Chair the
committee. Also, serving with the ACVA Chair, ACVA President/CEO, one at-large
board member and one at-large independent member.




Mark Jinks agreed to serve as the at-large Board member for F'Y 2006. An independent
member will be recommended at the October board meeting.

Improved Communications with Neighborhood Business Groups

Staff Pat McCombie is the ACVA liaison for the neighborhood business groups. Pat will
attend meetings of each of the business organizations, including KSMET, WEBA,
PWBA and Eisenhower Partnership, as well as key civic organizations, as appropriate.
She will report back to ACVA’s president on issues and concerns of the organizations
and communicate ACVA’s position and involvement on the same.

The role of ex-officio board members in assisting with improving communications
ensued.

The consensus was that ex-officio members would brief the ACVA Board on issues of
importance to their individual organizations. There was strong encouragement to omit
reporting on fundraising events due to time constraints. (Organizations are urged to
provide flyers if they wish to highlight a particular fundraising event.) There was a brief
discussion on improving attendance of the ex-officio members to ensure that the Board is
always fully aware of pending issues of each organization.

There being no old or new business, the Chair asked for Ex-officio reports.

AEDP - The BRAC Commission Report will be submitted to President Bush on
September 8. AEDP’s September 28 Board meeting will focus on retail issues. $50,000
has been set aside for facade improvement in Alexandria; the City will match up to $1500
for each business submitting a fagade improvement proposal. Alexandria ranks 4t
among cities hosting trade and technology associations, behind Chicago, New York, and

DC.

Alexandria Commission for the Arts - The Commission would like to republish their
Arts & Antiques brochure but is having trouble getting support from the galleries to do
this. ACVA President reported that she had offered the possibility of incorporating an
arts & antiques guide into the 2007 Official Visitors Guide. The Visitors Guide will be
offered online in 2007 as well as in print. A request was made to have ACVA link to the
Commission for the Arts and the Arts Forum web sites.

Office of Historic Alexandria

Alexandria will not be able to host tall ships at its marina through December because of
work being done on the Wilson Bridge. OHA is working with the Stabler-Leadbeater
Apothecary; perhaps it will open in December. Alexandria will enter the National Trust’s
“Dozen Distinctive Destinations” competition. A request was made to add additional
links from FunSide.com to the OHA web site.

The meeting was adjourned at 6:45 p.m.

Respectfully submitted: Jo Anne Mitchell, Secretary







ALEXANDRIA CONVENTION & VISITORS ASSOCIATION

President/CEQ’s September Monthly Report
(presented to Board on Monday, October 17, 2005)

Partnership Opportunities
Northern Virginia Visitors Consortium finalizing video for Dulles Airport; kiosks for Udar-Hazy

Air & Space museum and Winchester Visitor center. Developing ABA theme and program and
2006 summer program.

Major Projects Update
Fall for the Arts

« Art Festival September 10-11

+ Media coverage for the Alexandria Festival of the Arts appeared in the Baltimore
Sun, The Washington Post (Weekend, Sunday Source, Alexandria Extra),

Where magazine, American Style magazine, The Sunday Capital (Annapolis); WTOP
radio, and WBIG radio. Clippings are still being tracked.

«  The Palette Program, a project idea coming from the Fun Side Forum, was implemented
as a way to draw attention to and increase walk-in traffic for local businesses during the
festival weekend. Seventy-six completed entry forms were submitted.

« Received 37 surveys from the businesses; results being tabulated

+ Received 60 surveys from Festival attendees

Survey results below:

78% came for the festival

22% did not come for the festival

10% heard through the brochure

28% heard through an advertisement

37% heard through a news article

2% heard through the radio

8% heard through the internet

3% heard through the visitors center

12% heard through family or friends

15% heard through a different source than what
was listed

93% would attend again

0% would not attend again

7% are undecided about attending again

15% participated in the Palette Program

80% did not participate in the Palette Program
15% were spending the night in Alexandria
73% were not spending the night in Alexandria
2% were staying for one night

3% were staying for two nights

3% were staying for 3 nights or more

35% planned to shop

60% planned to dine

15% planned to sightsee

13% planned to attend performances/events




7% planned to visit family/friends
7% planned to do other things
12% expected to spend 0-$5

7% expected to spend $5-$10
33% expected to spend $10-$25
13% expected to spend $25-$50
32% expected to spend $50+

7% were 1st time visitors

72% had been to Alex before
22% were residents

72% came by auto

13% came by metro

12% came by a different means of transportation
10% were 18-25

13% were 26-35

16% were 36-45

23% were 46-55

37% were 55+

City-Wide Holiday Program:

Holiday Committee met Thursday, September 22, at 8:30 a.m. in ACVA offices.
Committee broke down $125,000 city budget for Holiday Program: $85,000 —
Advertising; $15,000 — Decorations; $25,000 — Events/Entertainment. Budgets are final.
Retail and restaurant coupon books ($10,000 each will come from advertising budget)
Revised Holiday Program Concept unanimously accepted. Media plan presented and
approved. Next Committee meeting set for Thursday, October 13 at 8:30 a.m.
Decorating committee is putting up six trees throughout Alexandria; the West End 1s
using its portion of the budget to decorate with lights.

Entertainment committee is securing mimes and other street performers for Old Town,
Del Ray and the West End.

Holiday brochure is being revised and will go to print in October. Quantity of 40,000
will be printed and mailed to the DC Metro and mid-Atlantic regions.

On-line decorating contest is planned; Sales Dept. is soliciting hotel packages

Parade of Lights has secured Starbucks Cheer Patrol to serve hot chocolate and coffee on
the docks; WASH FM has agreed to partner with the ACVA during the Holiday Boat
Parade weekend, and will play music at the Alexandria Marina

Holiday press materials will go out in mid-October

On-Going Projects and Programs

Marketing Advisory Committee — Met September 30 and is exploring a brochure about the
history of Potomac River and Alexandria’s waterfront

Architecture Brochure — in the Ramsay House in October




Visitors Guide - Working with Abrials & Partners to develop consistent look which will be
incorporated into 2006 Guide; considering re-design and updates for 2006 Guide; working to add

more editorial and fun facts; Working on Guide cover; approved inside layouts
Map Network produced map with coordinates for member listings in Old Town and Del Ray.

will be printed as a gatefold in the back cover.

Web Site - September Header up September 1 — promoting Fall for the Arts; links to Fall
calendar; added Art on the Avenue Banner. Interactive Map button placed on Maps and
Transportation page; Map-it links were added to all listings that appear on the interactive map
including Meeting Planner “Services” Page; Parking garages removed from base map and added
as a drop down menu; Progress has been made on the NOVA map (Loudoun proofing hard

copies of the base map)

Print Maps - Working on multiple print maps, one of Old Town, one of Del Ray and one of City
of Alexandria

Research - Neighborhood study began in August. 33 business interviews completed out of 39
businesses submitted (8 out of 11 in Lower King, 9 out of 10 in Upper King, 9 out of 10 in Del
Ray, 7 out of 8 in West End). Invitation cards for businesses to hand out to visitors inviting them
to take a survey will be delivered on Oct. 6; Conversion study completed; awaiting final report
Received hotel rooms, dining certificates and walking tour for incentive prizes

Corporate Ad Re-Design - concepts for leisure and group ads being developed by Abrials; to be
presented in October, once research is complete

Rack Cards - Sent 18,000 rack cards to Getaways on Display for distribution in Eastern PA and
New Jersey area via AAA distribution

Database — Marketing: 130,743 names — up 2.70% over August. In process of removing 161
email optouts from August E-blast

Advertising / Placements
Publication: Metro Networks; Circulation: 986,145; Target: DC Metro Area; Ad Size: 10

second News/Traffic sponsorships; Tracking mechanism: N/A.

Publication:  Washington Post EXPRESS, Circulation: 229,000; Target: DC Metro Area; Ad
size: 3 col.x 77; 4C; Tracking mechanism: 800 number

Publication:  Virginia Fall Newspaper Insert; Circulation: 4,300,000; Target: Leisure Travelers;
Ad size: brochure ad; 4C; Tracking mechanism: 800 number, leads

Publication:  Great Vacation Getaways;, Circulation: 1.6 Million; Target: leisure travelers; Ad
Size: 1/6 Page; 4C; Tracking mechanism: 800 number, leads

Publication: AAA State CO-OP; Circulation: 2.1 Million; Target: leisure travelers; Ad Size: 1/6
page; 4C; Tracking mechanism: 800 number, leads




Publication:  Preservation Magazine; Circulation: 224,000; Target: subscribers; heritage-
interest readers; Ad Size: 1/2 page 4/c; Tracking mechanism: 800 number, leads

Publication:  Budget Travel CO-OP; Circulation: 525,000; Target: Leisure Travelers; Ad Size:
1/6 page; 4C; Tracking mechanism: 800 number, leads

Publication:  Smithsonian Magazine CO-OP; Circulation: 561,894; Target: Leisure Travelers,
Ad Size: 1/6 page; 4C; Tracking mechanism: 800 number, leads

Publication: New York Times Magazine CO-OP; Circulation: 1,673,000; Target: Leisure
Travelers; Ad Size: Y page; 4C; Tracking mechanism: 800 number, leads

Publication: PMPI Membership Directory Circulation: 900; Date: September, 2005; Target:
Metropolitan DC Meeting Planners; Ad size: /2 page b/w Tracking mechanism: phone inquiries.

Publication: Potomac Memo(PMPI); Circulation: 900; Date: September, 2005; Target:
Metropolitan DC Meeting Planners; Ad size: %2 page 4/C Tracking mechanism: phone inquiries

Publication: Group Tour Magazine, Regional; Circulation 15,000: Date: September 2005;
Target: National Travel Planners Operators; Ad size: 1/6 page 4/C (VTC Co-op)Tracking
mechanism: response leads.

ACVA Annual Membership Meeting - The 2005 Annual Membership Meeting was held at the
Hilton Alexandria Old Town on September 29, with approximately 90 people in attendance.
Chair Mary Anne Russell was honored as recipient of the 2005 David G. Speck Tourism Partner
of the Year Award. Cal Simmons, Chairman of the Board of Directors of the Virginia Tourism
Corporation was keynote speaker, stressing the importance of the economic impact of tourism
for the Commonwealth of Virginia. The theme “The Greatest Show in Alexandria” gave ACVA
the opportunity to talk about the many stakeholders that the association serves and bold tourism
initiatives underway. The theme was also carried out through creative centerpieces on the tables
and circus entertainers who greeted guests upon their arrival.

Media represented at the Annual Membership Meeting included the Alexandria Gazette and the
Washington Business Journal. The ACVA’s Year-End press materials were also sent to The
Washington Post, The Alexandria Times, and to WEBA, KSMET, PWBA, and Eisenhower
Partnership for their newsletters. Copies of the ACVA 2005 Annual Report were sent to all
ACVA members, state and local government officials, boards of the neighborhood business
organizations, and civic association presidents.

Media Coverage- Art Festival coverage is listed in the marketing report. Other coverage
included: Meetings South (destination feature), The Free Lance Star (Fredericksburg/destination
feature); Morning Telegraph (Tyler, TX); FAB (Los Angeles); Houston Chronicle, Arizona
Republic (patent museum).




Media Hosted - Ken and Barbara Beem on assignment for The Grapevine regional community
newspaper.

Media Supported - SATW National Convention and Travel Media Showcase. ACVA staff
attended two major travel writers during September, interfacing with more than 100 writers.
Staff are following up with contacts made by sending materials and extending invitations to visit

Alexandria.

Travmar (Mid-Atlantic Meetings Magazine) editorial, Washington Flyer for Parade of Lights
and PRYCA website and newsletter for Parade of Lights. Loudoun Friday Times (photography);
The Advocate/Sunday Travel Section (photography); News Channel 8 (advertorial copy); Great
Family Vacations Guidebook (review copy); Mid-Atlantic Meeting Source Book (wrote copy);
book authors Patricia/Robert Foulke (writing Colonial/Revolutionary War-era travel guidebook

(sent Historic Alexandria guide)

Trade Shows and Sales Missions - Partnered with Holiday Inn Select, Hilton Old Town,
Embassy Suites, Sheraton Suites and 100 King at Affordable Meetings Tradeshow. Promoted
dining theme with 100 King cooking demonstration. Received 5 REPs with estimated revenue of
$119,860, 3 leads awaiting date confirmation, 23 contacts with future definite business and 106
general interest leads. Distributed new CD version Event Planner with follow-up mailing (31).

Organized “Pass Your Meetings to Alexandria” fall sales blitz. Partnered with 6 hotels and one
caterer (12 participants) to call on 70 meeting planners consisting of 55 association planners and
15 government planners. To date, received one RFP, with 40% of the planners indicating
possible future needs for Alexandria. Will follow-up with client party invitation.

Fam Trips/Events - Hosted “Back to School” themed Preferred Planner Orientation Luncheon
with Sheraton Suites Hotel. 23 planners attended “Preferred Planner University” learning about
ACVA, the program, associate members and the Sheraton Suites. Several new quality planners
attended. Began logistics for Alexandria Toasts the Ghosts client event at Gadsby’s Tavern &
Museum. Worked with designer on invitation, solicited sponsors, developed list, met with
decorators and Gadbys’s Tavern Museum.

Business Development - Active participation in AMPS Programs Committee; attend AMPS
Annual Meeting. Met with Motley Fool for upcoming holiday event. Attended WCTC 2005-6
Cooperative Marketing Meeting.

Sales Direct Mail/Electronic Marketing - Sent e-blast reminder to Affordable Meetings
attendees (1500); sent follow-up reminder e-blast to Preferred Planners for Orientation
Luncheon; Sent “save the date” e-blast for Toast the Ghosts client event (550); follow-up
mailing to Affordable Meetings (31).

Solicited 480 planners to include daily traces, new prospects, service leads and past October and
November meeting inquiries and previous June meeting inquiries via phone/mail and email.




Sales Data Base - Continue to revamp the qualified database (meetings, events and tours) to
include 1556 companies with 2431 leads. The general leads database includes 25301 (+24)

contacts.

Membership -

New members - King Street Events (event planning)
Members renewed - Affordable Signs & Banners
Alexandria Colonial Tours

Alexandria Colonial Tours' Family-Friendly Tours
Balducci's Blue Point Grill

Bistrot Lafayette

Bittersweet Catering

Brenda Stone, GRI

British Collection

Caboose Cafe & Bakery

Chart House Restaurant

Chicken Out Rotisserie Catering

Clyde's at Mark Center

Crate & Barrel Outlet

Dandy Restaurant Cruise Ships

Decorium

Dishes of India

Eight Hands Round

Eos Collection

Fresh Catering & Design

Gallery Lafayette

Irish Walk

King Street Blues

Kingsbury Chocolates

Kshira Interactive

Kwik Kopy Printing

La Bergerie

Mango Mike's

Marie Louise Meyer

McCormick & Schmick Seafood Restaurant
My Place in Tuscany

Old Town Theater

Olde Towne Horse & Carriage

Pat Troy's Restaurant & Pub

Portner's Restaurant

Potomac Belle Charters

Potowmack Landing

Ramparts

Random Harvest

Regent University

Rocklands Barbecue & Grilling Company




Splendid Fare Catering
Stabler-Leadbeater Apothecary Museum
Stella's Restaurant

Studio Antiques and Fine Art, Inc.
Taverna Cretekou

Tickled Pink

Timothy Williams

U.S. Patent & Trademark Office Museum
Virginia Scottish Games Association
Virginia Shop

Meetings and Activities
« WEBA Board Meeting
- Alexandria Festival of the Arts
«  West End community event
« KSMET Board Meeting
- WEBA Anniversary Luncheon
« Leadership Alexandria Retreat
« PWBA Luncheon
« Eisenhower/KSMET joint meeting
« ACVA Holiday Committee meeting
« Alstom Spousal Breakfast presentation/Doubletree Crystal City
 Sheila Menish — Truth Serum
« ACVA Annual Meeting
« Director of Catering Meeting
« Gretchen Bulova — Gadsby’s Tavern Musueum
« Norma Rodriguez/Deanna Judkins — Sheraton Suites
« Paul Garner — Gala Events
« Betsy Jones — King Street Events
+ Stephen Scaroborough — Hilton Old Town
+  Galil Perry/Stephen Watson — Hilton Old Town
« Holiday Parade of Lights Committee Meeting — DC
« Alexandria Parade committee
« Meredith Kirkpatrick/WCTC — United Airlines Fam
«  SATW National Convention
+ Travel Media Showcase
+ Fun Side Forum Palette meeting
« Jamestown 2007 meeting
» Campagna Center/Scottish Walk meeting
« Contacted businesses for Neighborhood research project
« VTC for Marketing Plan and Jamestown Presentation
« Abrials & Partners to discuss Corporate Ads
« Marketing Advisory Committee
«  PWBA marketing-committee meeting

Quote of the Month: Amundsons from Federal Way, Washington:

“This is a must-see, come-back, not-to-be-missed place.”
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